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Freedom  Communications 
cqu^l^e  the  ‘Deal  of  the  ^ 
Century^  (so  far).  Who’s! 
interested  —  and  why? 
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The  Freedom  of  Information  fight  never  ends.  Every  day,  at 
every  level  of  government,  there's  somebody  trying  to  shut  the 
public  out  of  the  public's  business. 

We  believe  newspapers  must  be  the  front-line,  everyday 
challengers  of  official  secrecy.  We  must  break  through  the 
stonewalling,  break  down  the  barriers  to  information  that  should 
be  free  and  open  to  all. 

We're  most  proud  of  the  leadership  role  taken  by 
Knight  Ridder  newspapers  in  mounting  freedom-of-information 
challenges. 

This  can  involve  teams  of  lawyers,  cost  hundreds  of 
thousands  of  dollars  and  result  in  headlines.  Such  as  the 
Kansas  Supreme  Court  granting 
The  Wichita  Eagle  access  to 
records  of  crimes  committed 
by  inmates  on  parole.  And  a 
federal  judge's  order  opening 
deportation  hearings  as  sought 
by  the  Detroit  Free  Press. 

Other  freedom-of- 
information  challenges  by 
Knight  Ridder  newspapers  - 
the  overwhelming  majority,  in  fact - 
happen  quietly.  When,  for  example,  a 
reporter  for  the  Ledger-Enquirer  in  Columbus, 

Go.,  stands  up  at  a  city  council  meeting  and 
insists  that  the  council  state  its  reason  for  going 
into  closed  session.  Or  when  reporters  at  The 
Charlotte  Observer  persuade  city  and  county 
officials  that  the  public  records  law  applies  to 
their  emails. 

Every  day,  all  over  the  country,  in  cities 
large  and  small,  Knight  Ridder  newspapers 
stand  up  for  public  access  to  public  business. 

We  will  keep  fighting  to  keep  information 

free,  no  matter  what  the  cost.  To  do 

otherwise  is  too  big  a  price  for  our-democracy  to  pay. 

Knight  Ridder.  What  a  difference  a  newspaper  can  make. 
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We're  local, 
coast  to  coast, 
in  newspapers. 


>  The  Philadelphia  Inquirer 

>  Detroit  Free  Press 

>  The  Miami  Herald 

>  San  Jose  Mercury  News 

>  The  Kansas  City  Star 

>  The  Charlotte  Observer 

*  Fort  Worth  Star-Telegram 
»  Sdint  Paul  Ptoneer  Press 

>  Contra  Costa  Newspapers 

*  Philadelphia  Daily  t^ws 

>  Akron  Beocon  Journo! 


>  Lexington  (Ky.)  Herold-Leodfer 
‘  The  {Columbia,  S.C.}  State 

>  el  Nuevo  Herold  (Miami) 

>  The  Wichita  (Kan.)  Eagle 

»  The  Macon  (Go.)  Telegraph 

>  Belleville  (111.)  News-Democrot 

>  (Wilkes-Borre.  Pa.)  Times  Leoder 

>  Duluth  (Minn.)  News  Tribune 

’  Columbus  (Go  )  Ledger-Enquirer 

•  Toilahassee  (Fla  )  Democrat 

*  The  (Myrtle  Beach,  S  C.)  Sun  News 


Information  for  Life 


»  The  (Biloxi,  Miss.)  Sun  Herald 

>  The  (Fort  Wayne,  Ind.)  News-Sentinel 

>  Bradenton  (Flo.)  Herold 

»  The  (Son  Luis  C^ispo,  Cdif )  Tribune 

>  The  Monterey  County  (Coiif.)  Herald 

>  Grand  Forks  (N  D  )  Herold 

»  (State  College,  Po  )  Centre  Doily  Times 
»  Afc>erdeen  (S.D.)  American  News 

>  Worner  Robins  (Go.)  Doily  Sun 

>  The  Olathe  (Kon  )  News 


...and  on  the 
Real  Cities  Network. 
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LETTERS 


THAT  OLD-TIME  IRAQ  f  ROIL 

1  WANTED  TO  LET  YOU  KNOW  THAT  I 

really  enjoyed  the  March  17  issue 
and  thought  the  lead  sentence  of 
Joe  Strupp’s  Page  One  stoiy  [“Journos 
come  and  go  as  they  await  the  war,”  p.  5] 
was  classic. 

Thanks  for  continuing  to  make  E^P  a 
must-read  for  me. 

MIKE  FETTERS 

DIRECTOR/MARKETING 
AND  COMMUNICATIONS 
Newseum 
Arlington,  Va. 

PREACHING  TO  THE  CHOIR 

JOSEPH  L.  Galloway’S  article, 
“War-survival  guide”  [March  17, 
p.  17]  is  the  best  damn  thing  I’ve 
read  on  war  reporting  this  year.  It’s  full 
of  common  sense  and  clarity.  I  hope  every 
embedded  journalist  receives  an  e-mailed 
copy. 

JADE  WALKER 

OVERNIGHT  EDITOR/PRODUCER 
'The  New  York  Times  on  the  Web 


OH  THE  DAILY/WEEXLY  DIVIDE 


Having  been  an  avid  reader  of 
and  subscriber  to  E^P  for  the 
past  20  years,  I  have  always 
found  your  stories  on  our  industry’  both 
accurate  and  highly  informative. 

However,  I  am  puzzled  by  your  March 
17  cover  story.  Tutting  Your  Best  Face 
Forward  ”[p.  11].  In  it,  weekly  news¬ 
papers  are  identified  as  “competition.” 

Since  when  did  Ei^Fs  editors  deter¬ 
mine  that  weekly  newspapers  were  no 


longer  part  of  the  Fourth  Estate?  It  would 
seem  a  re-evaluation  of  your  editorial 
policies  may  be  in  order  to  better  serv'e 
our  entire  industry  —  especially  when  one 
considers  Ei^P  itself  is  a  weekly. 

JAY  HARN 
EDITOR  AND  PUBLISHER 
The  Alpine  (Calif.)  Sun 

SADDAM  DOES  PLAY  ML  TOWNS 

I  AM  THE  EDITOR  AND  PUBLISHER  OF 
one  of  Indiana’s  smallest  weekly 
newspapers  (circulation  533).  I’m 
appalled  to  read  that  some  small  dailies 
do  not  have  editorial  pages  [“Saddam 
doesn’t  play  small  tow'ns,”  March  10, 
p.  5].  Editorial  pages  are  the  lifeblood 
of  any  community,  even  a  small  town. 

Yes,  the  war  with  Iraq  is  national  news, 
not  local.  But  it  is  a  local  story  when  your 
young  men  and  women  are  called  to 
serve.  We  have  a  number  of  people  from 
our  town  in  the  military,  including  my 
son,  and  many  veterans.  I  believe  that, 
regardless  of  personal  feelings  on  whether 
the  nation  should  go  to  war  or  not,  we 
have  a  responsibility  to  support  our 
troops.  For  this  newspaper  to  write  an 
editorial  with  antiwar  sentiment,  1 
believe,  would  discredit  these  people 
and  their  service  to  our  country. 

However,  we  ran  syndicated  columns 
and  cartoons  in  our  newspaper  regarding 
the  war  with  Iraq  before  it  began.  And 
we  mentioned  Iraq  in  one  of  our  own 
editorials:  We  compared  our  library 
board  to  the  Iraqi  regime,  claiming  the 
difficulty’  of  getting  accurate  information 
from  it  was  quite  similar.  Some  people 
were  appalled  by  the  comparison,  but 
the  comments  {continued  on  page  31} 


- 50  years  ago  - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


MARCH  21,  1953: 

Turk  Smith,  a  reporter  for  The 
Arizona  Republic  in  Phoenix 
who  got  himself  committed  to  a 
hospital  for  the  insane  so  he  could 
write  a  series  of  articles  for  his 


paper,  was  fined  $50  for  contempt  N.t,  published  a  retraction  March 


of  court  by  Superior  (>)urt  Judge 
Lee  Garrett.  Smith  threw  himself 
on  the  mercy  of  the  court. 

The  Post-Standard  in  Syracuse, 


15,  thus  ending  a  libel  lawsuit 
that  U.S.  Sen.  Joseph  R.  McCarthy, 
R-Wis.,  had  brought  after  the 
publication  of  an  editorial  on 
Oct.  19. 1951. 
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Cover  illustration  by  Gary  R.  Phillips 

Cover  photo  —  AP  Photo: 

Jerome  Delary,  an  AP  photographer, 
covers  a  military  parade  in  Baghdad. 

j  THIS  WEEK  ON  THE  WEB 

i  Exclusively  on  editorandpublisher.com ...  ^ 

!  See  ESFs  complete  coverage  of  “Iraq  and  the  | 
I  Press,"  a  three-month  archive.  Featured  are 
^  columns  by  noted  experts  on  war  journalism, 
surveys  of  newspaper  editorial  views,  and  stories 
about  the  Pentagon’s  decision  to  “embed” 
journalists  with  the  troops  (“Features  fc 
Columns.”  top). ...  The  latest  Web-site  rankings 
I  for  news  are  out  from  Nielsen/ZNetRatings 
:  (“Headlines,”  March  19) . ...  “Reporter's 
I  Digital  How-to”  columnist  Charles  Bowen  visits 
\  artdailycom,  a  great  resource  for  features  and 
;  travel  desks,  with  news  about  exhibitions 
I  around  the  world. . . .  And,  as  always,  a  new 
Photo  of  the  Week  and  E&P  Online  Poll. 
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TOWAIITIME 

Citing  the  start  of 
Persian  Gulf  War 
II,  the  Audit  Bureau 
of  Circulations 
announced  it  will 
allow  newspapers 
to  count  as  paid 
circulation  one 
bonus-day  paper  in 
the  week  following 
the  start  of  military 
action  without  the 
usual  two-week 
notification  to 
subscribers. 

The  exception 
would  allow,  for 
example,  newspapers 
to  count  as  paid  a 
Thursday  bonus 
paper  delivered  to 
weekend-only 
subscribers  without 
advance  notice. 

-  LUCIA  MOSES 

mniNA 

DATELINE? 

Few  U.S.  news 
organizations 
are  covering  the  war 
from  Baghdad  — 
and  Bloomberg  News 
isn't  one  of  them, 
despite  the  fact  its 
war  reports  carry 
Baghdad  datelines. 
According  to 


Reporters  on  the  hriny 
line  as  troops  advance 


Editors  are  confident  (for  now)  that 
‘embedded’  journalists  are  getting  the 
real  story  —  and  getting  it  out  quickly 


BY  GREG  MITCHELL  AND  ARI  BERMAN 

WHEN  WAR  CAME  TO  IRAQ,  U.S.  NEWSPAPERS 
were  nearly  as  ready  as  the  U.S.  military. 
As  we  went  to  press,  no  journalists  had 
been  killed  or  wounded.  Reporters  were  filing  a 
remarkable  number  of  stories  from  the  front,  while  a 
handful  of  writers  and  photographers  who  elected  to 
stay  behind  in  Baghdad  prepared  for  a  long  siege  or, 
preferably,  a  quick  victory,  as  bombs  fell  on  the  city. 

The  early  returns  on  the  controversial  “embedding” 
process  seemed  positive,  although  reporters  in  some 
units  complained  about  having  military  “buddies”  at 
their  elbow  at  all  times.  Numerous  editors  and 
reporters  told  E^P  that  they  were  surprised  at  how 

quickly  the  stories  were  flowing,  _ 

with  military  restrictions,  so  far, 
within  reason.  John  Walcott, 

Washington  bureau  chief  for 
Knight  Bidder,  said  nearly  all 
of  his  32  embedded  reporters 
had  been  able  to  file  virtually  in 
“real  time”  and  morale  of  his 
reporters  is  “sky-high.”  Some 
reporters  were  filing  via  FTP 
(file  transfer  protocol),  but 
many  dictated  stories  over  the 
telephone  when  on  the  move  — 
which  w'as  often. 

The  AP’s  Rohan  Sullivan  (right) 
with  other  reporters  on  the  USS 
Kitty  Hawk  in  the  Persian  Gulf 


Susan  Stevenson,  deputy  managing  editor  at 
The  Atlanta  Journal-Constitution,  told  EdP  she  was 
“surprised  at  the  embeds’  ability  to  file,”  although 
other  editors  reported  problems  involving  satellite 
phones  going  out  of  service  and  computers  being 
knocked  out  permanently  by  dust  storms.  (For  ES^P’s 
daily  reports  on  war  coverage,  go  to  http://vvvvvv 
.editorandpublisher.com.) 

Tim  Connolly,  international  editor  of  The  Dallas 
Morning  News,  praised  a  reporter  and  photographer 
traveling  with  the  1st  Marine  Division  advancing  on 
Basra  as  the  unit  came  under  fire  in  the  dead  of  night 
—  during  a  sandstorm.  “Our  people  wore  chemical 
suits  all  day,  through  the  night  in  the  desert  in  what  I 
imagine  was  not  a  comfortable  ride  but  we’re  glad  to 
have  them  there,”  he  said.  Meanwhile,  free-roaming 
reporters  in  northern  Iraq  were  laving  in  supplies  and 
preparing  to  move  south.  This  included  searching  for 
scarce  gas  masks  for  their  local  drivers  and  guides, 
Karl  Vick  of  The  Washington  Post  told  us.  [§ 
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Bloomberg's  style- 
book,  the  dateline 
reflects  where  the 
action  in  a  story  is 
taking  place,  a 
spokeswoman  said. 
The  city  where  the 
reporter  is  based 
gets  listed  at  the 
bottom  of  the  story, 
along  with  his  or  her 
name  and  contact 
information. 

Competitors  such 
as  The  Associated 
Press  and  Reuters 
insist  that  the  date¬ 
line  of  each  of  their 
stories  reflect  the 
reporter’s  location. 

“If  you  see  an  AP 
dateline,  somebody 
has  got  to  be  there,” 
said  AP  spokesman 
Jack  Stokes. 

Reuters’  similar 
dateline  policy  is 
intended  to  ensure 
that  “people  know 
what  they  get  from 
us  is  the  real 
McCoy,”  said  Bernd 
Debusmann,  one 
of  the  wire’s  news 
editors. 

-  LUCIA  MOSES 

NEWmUND’S 

BIBINBOm 

With  the  Boston 
Herald's 
launch  of  an 
electronic  edition 
via  Newsstand  Inc. 
last  week,  Beantown 
became  the  first  U.S. 
market  with  two 
competing  news¬ 
papers  to  both 
offer  such  editions 
enabled  by  the 
same  vendor. 

The  Boston  Globe’s 
electronic  edition  < 
started  in  June  of 
last  year. 

The  Washington 
Times  is  expected  to 

,4  m  u,- 


Sales  not  as  heavy  as  the  coverage 

Papers  roll  out  ‘special’  forces 


BY  JOE  STRUPP 

After  planning 
for  months  to 
cover  the  expect¬ 
ed  war  with  Iraq,  U.S. 
newspapers  responded 
to  the  invasion  with 
lavish  coverage  and 
special  sections,  but 
failed  early  on  to  get  the 
huge  single-copy-sales 
boost  many  had  pre¬ 
dicted.  At  least  four 
dailies  —  the  New  York 
Daily  News,  the 
Orlando  (Fla.) 

Sentinel,  the 
Tribune-Review 
in  Greensburg, 

Pa.,  and  the  San 
Francisco  Chron¬ 
icle  —  published 
extra  editions, 
with  late-break¬ 
ing  coverage  of 
the  attack  on  Iraq. 

The  all-out 
effort  was  made 
in  every  region. 

The  Dallas  Morn¬ 
ing  News  offered 
special  war  sections, 
adding  six  pages  Thurs¬ 
day  and  eight  Friday. 

The  Virginian-Pilot 
in  Norfolk,  one  of  many 
dailies  near  major  mili¬ 
tary  bases,  added  eight 
pages  daily  for  coverage. 
According  to  military- 
team  leader  Carl  Fincke, 
the  paper  has  about  half 
its  news  staff  covering 
aspects  of  this  war.  The 
paper  plans  to  insert  a 
glossy  replica  of  the 
American  flag  in  one 
issue  this  week  —  and 
give  away  50,000 
miniature  Eagles  that 
can  be  stuck  to  windows. 

For  the  Los  Angeles 
Times,  war  coverage 
spread  across  19  pages 


Thursday.  The  paper 
also  printed  120,000 
more  newsstand  copies, 
according  to  spokes¬ 
woman  Martha  Gold¬ 
stein.  The  Washington 
Post  added  four  pages  to 
its  regular  paper  on 
Thursday  and  six  on 
Friday.  Executive  Editor 
Leonard  Dovmie  Jr.  said 
the  expanded  news  hole 
was  possible  due  to 
tighter  controls  on  space 


during  less-newsy  times. 
The  paper  boosted  its 
press  run  by  50,000 
copies  both  days. 

DowTiie  said  a  special 
section  planned  for  last 
Sunday  will  continue 
on  a  daily  basis  for  the 
duration  of  the  war. 

The  New  York  Times, 
which  published  the 
award-winning  “A 
Nation  Challenged” 
section  for  months 
following  the  terrorist 
attacks  on  Sept.  11, 2001, 
re\ived  the  approach 
Friday  with  “A  Nation 
at  War.”  The  Times 
boosted  its  press  run  by 
about  195,000  copies 
Thursday,  and  by  nearly 
400,000  Friday. 


The  increased  press 
runs  did  not  bring  the 
complete  sell-outs 
that  some  circulation 
directors  had  expected. 
Melville,  N.Y.-based 
Newsday,  which  boosted 
its  single-copy  run  by 
20,000  Thursday, 
reported  that  only  about 
half  the  additional 
copies  sold.  “It  was  not 
9/11  sales,”  said  Robert 
Brennan,  vice  president 


for  circulation.  The 
Dallas  Morning  News 
had  a  similar  experience, 
with  about  60%  of  its 
Thursday  press-run 
increase  being  sold, 
according  to  Rocky 
Swartz,  circulation 
director/operations. 
“They  were  not  selling 
like  the  hotcakes  we  had 
anticipated,”  he  said. 

As  for  extra  editions, 
the  New  York  Daily 
News  hit  the  streets 
Thursday  afternoon  with 
a  32-page  paper  offering 
war  news  and  some 
sports  information. 
About  100,000  copies  of 
the  extra  edition  were 
printed  for  distribution 
at  newsstands,  in  news 


racks,  and  by  hawkers. 
The  Daily  News  had 
boosted  the  press  run 
of  its  regular  Thursday 
issue  by  100,000  copies. 

The  San  Francisco 
Chronicle,  meanwhile, 
published  a  l6-page 
extra  edition  Thursday 
afternoon,  with  50,000 
copies  priced  at  25  cents 
apiece.  The  extra  was 
prompted  by  coverage  of 
both  the  war  and  local 
antiwar  protests 
that  resulted  in 
hundreds  of 
arrests.  The 
Chronicle  alrso 
boosted  the  press 
runs  for  its 
Thursday  regular 
issue  by  40,000, 
and  printed  an 
additional 
50,000  copies  of 
Friday’s  paper. 

The  Boston 
Globe  launched 
a  separate,  eight- 
page,  ad-ffee 
section  with  Iraq  news. 
Editor  Martin  Baron 
said  it  would  continue  as 
the  w'ar  went  on.  The 
Wall  Street  Journal 
added  four  extra  pages 
to  its  Thursday  edition, 
according  to  Deputy 
Managing  Editor  Bjron 
E.  “Barney”  Calame, 
but  the  paper  ran  no 
special  sections  or 
extras  (though  it  went 
with  an  exceedingly  rare 
banner  head). 

“We  are  making  space 
arrangements  as  we  go,” 
Calame  said.  “We  will 
make  decisions  night  by 
night,  day  by  day.  We 
have  the  flexibility  to 
call  an  audible  at  the  line 
of  scrimmage.”  (1 


Boston  Herald  photog  Kuni  Takahashi  gets  “buzzed”  in  Kuwait  last  week. 
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How  is  Sandusky  Newspapers  making  news? 


The  Solution  is  Key. 

Sandusky  Newspapers,  Inc. 

Sandusky  Newspapers  made  news  with  its  recent  purchase  of  the  Carl  A. 

Jones  Newspapers  and  its  flagship  Johnson  City  Press.  It’s  just  the  latest  in  a 
series  of  acquisitions  that  helped  the  company  grow  its  revenue  to  $130  million, 
and  almost  quadruple  in  size.  The  133-year-old  family-owned  firm  owns  news¬ 
papers  in  Ohio,  Tennessee,  Michigan  and  Utah.  It  also  owns  10  radio  stations  in 
Seattle  and  Phoenix. 


Why  KeyBank? 

David  Rau,  President  arKd  CEO,  says:  “Key  is  a  tong-time  partner  of  our  company 
since  1962  and  really  understands  our  strategy  of  growth.” 

Key  has  supported  Sandusky  through  both  publishing  and  radio  acquisitions, 
helping  it  acquire  over  $220  million  worth  of  newspapers  arto  radio  stations  since 
1993.  The  strong  alliance,  which  encompasses  credit  facilities,  cash  manage¬ 
ment  and  financial  solutions,  means  that  Sandusky  never  had  to  look  elsewhere 
for  its  banking  resources.  Rau  sums  up:  “We  value  the  personal  nature  of  our 
relationship.  Most  important,  we  trust  each  other.” 


KeyBank 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President  and 
Division  Manager,  at  1  -800-523-7248,  ext.  45787,  or  visit  Key.com/media. 
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E  &  P  NEWS 


launch  its  NewsStand 
version  March  24, 
according  to  a 
spokeswoman  for  the 
Austin,  Texas-based 
company. 

-  CARL  SULLIVAN 

COURIER  NEWS' 
GETSTHECAll 

The  Courier  News 
in  Bridgewater, 
N.J.,  published  on 
Thursday  a  transcript 
of  a  911  call  made 
from  the  home  of 
former  NBA  star 
Jayson  Williams  the 
night  he  allegedly 
killed  a  limousine 
driver  last  year. 

The  publication 
became  possible 
after  a  state  appeals 
court  decided 
Wednesday  that  a 
tape  of  the  16- 
minute  call  was  a 
public  record.  The 
newspaper  had 
requested  access  to 
the  tape  under  the 
state's  Open  Public 
Records  Act. 

The  ruling  of  a 
three-judge  panel 
reversed  a  decision 
by  Superior  Court 
Judge  Edmund 
Bernhard  in 
Hunterdon  County, 
where  Williams  is 
facing  an  aggravated- 
manslaughter 
charge,  along  with 
seven  others  related 
to  the  shooting  death 
Costas  “Gus” 

Christofi  on  Feb. 

14  of  last  year. 

The  Courier-News 
reported  Friday  that 
Williams  on  Thursday 
pleaded  not  guilty 
a  second  time  to 
the  aggravated- 
manslaughter  charge. 
-JOE  STRUPP 


War  clouds  revenue  outlook 


Ads  hold  tirm  in  a  jittery  market 


From  front  lines  to  bottom  lines, 
newspapers  are  in  the  thick  of  it 


BY  LUCIA  MOSES 

Many  marketers  preserved  their  news- 
paper  advertising  last  week  as  the  United 
States  began  air  strikes  against  Iraq.  A 
smattering  of  cancellations,  though,  coupled  with  a 
sluggish  ad-spending  start  to  the  year,  led  Wall  Street 
analysts  to  cut  their  earnings  estimates  for  publicly 
traded  newspaper  companies. 

Pulitzer  Inc.  “felt  the  brunt  of  it”  when  national 
department-store  chains  told  the  company  they 
would  pull  ads  set  to  run  from  Wednesday  to  Friday 
last  week,  said  Vice  President  Mark  G.  Contreras. 
Pulitzer  owns  14 
daily  papers.  “It’s 
not  w'holesale  pan¬ 
ic,”  said  Cathy  Cof¬ 
fey,  vice  president 
of  advertising  at 
Cox  Newspapers 
Inc.  in  Atlanta. 

“There  are  some 
cancellations.  It’s 
travel,  it’s  real 
estate.” 

Travel,  a  $1.35- 
billion-a-year  ad 
category  for  news¬ 
papers,  probably 
took  the  biggest  hit.  Other  cancellations  were  ordered 
by  auto  dealers,  department  stores,  and  real-estate 
firms  that  figure  consumers  won’t  be  in  a  buying 
mood.  Still  other  advertisers  have  notified  papers 
either  that  cancellations  may  yet  come  or  that  they 
don’t  want  their  messages  placed  near  war  stories. 

Most  newspapers’  Sunday  inserts,  their  cancella¬ 
tion  dates  already  passed,  ran  as  scheduled  last 
weekend.  The  Home  Depot  Inc.,  the  Atlanta-based 
home-improvement  retailer,  informed  newspapers 
Tuesday  that  it  would  pull  its  Sunday  preprints,  then 
reversed  the  decision  Thursday  due  to  the  late  notice. 

Ad  execs  said  it  is  too  soon  to  predict  the  extent 
of  the  damage  caused  by  the  war.  If  it  lingers,  “we 
could  see  some  continued  ROP  [run-of-press] 
cancellations,”  said  Bob  Shamberg,  president  and 
chief  operating  officer  of  Newspaper  Services  of 
America  in  Downers  Grove,  Ill. 

Advertisers  aren’t  expected  to  go  dark  indefinitely, 
though.  “I  think  we’ve  learned  we  can’t  stop  living, 
and  people  do  need  a  diversion,”  said  Ernie  Pricco,  a 


vice  president  of  the  newspaper  division  at  Publicitas 
North  America  in  San  Francisco.  If  the  period  after 
the  9/11  terrorist  attacks  provides  any  indication, 
some  lost  TV  dollars  could  migrate  to  newspapers, 
which  have  more  ad-placement  flexibility,  Pricco  said. 
“We’re  not  going  to  get  all  the  dollars  from  TV,  but 
there  will  be  money  coming  our  way,”  he  noted. 

Still,  it’s  not  likely  to  make  up  for  the  weakness 
in  ad  spending  so  far  this  year.  War  jitters  hurt  eill 
categories,  especially  help-wanted,  in  Janutuy  and 
February,  leading  Goldman,  Sachs  &  Co.  analyst 
Peter  P.  Appert  to  trim  his  first-quarter  and  2003 
earnings  estimates  for  several  public  newspaper 
companies.  They  are  based  on  a  revised  forecast  of 
2.8%  growth  in  industry  ad  revenue  this  quarter. 

“If  ads  get  yanked  anywhere  from  one  to  five  days,  I 
think  you  could  see  the  first-quarter  numbers  pretty' 

significantly  cut,” 
Christa  M.  Sober, 
an  analyst  with 
Thomas  Weisel 
Partners,  said 
Wednesday. 

But  James 
Conaghan, econo¬ 
mist  for  the  News¬ 
paper  Association 
of  America  in 
Vienna,  Va.,  sees 
growing  consen¬ 
sus  among  econo¬ 
mists  that  a  quick 
end  to  the  war 
could  be  followed  by  a  burst  of  advertising  demand 
and  business  investment,  spurring  a  second-half 
recovery.  “The  removal  of  uncertainty  should  have  a 
good  effect  on  consumer  confidence,”  Conaghan  said. 

A  war  that  lasts  more  than  a  couple  of  months, 
conversely,  “could  pull  us  into  a  recession,”  said  MUes 
E.  Groves,  newspaper  economist  and  consultant  with  i 
the  Barry  Group  in  Bethesda,  Md.  His  latest  forecast, 
issued  Wednesday,  calls  for  newspaper  ad  revenue 
this  year  to  increase  as  much  as  4.1%  or  decrease  as 
much  as  0.3%,  depending  on  how  the  war  plays  out 
Even  if  the  war  ends  quickly,  other  economic 
uncertainties  persist.  Longer  term,  a  costly  occupa¬ 
tion  likely  will  inflate  the  federal  deficit,  which  may 
lead  to  higher  interest  rates,  hurting  the  real-estate 
and  auto  markets.  But  deficit  spending  could  drive 
business  investment  —  and  therefore  hiring  —  off¬ 
setting  the  impact  of  rising  interest  rates.  Groves 
said.  “Clearly,  it’ll  deplete  capital  and  push  up  in-  j 
terest  rates,”  he  pointed  out,  “but  look  at  how  low  | 
interest  rates  are  now.”  11 
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On  weekdays,  it’s  a  Web  war 


BY  CARL  SULLIVAN 

WAR  IS  A  TV  EVENT,  UNEE;SS  IT  HAPPENS 
while  you’re  at  work  —  in  which  case  it 
becomes  a  Web  event.  As  the  U.S.  attack 
on  Iraq  began  last  week,  newspaper  Web  sites. 
ha\ing  learned  lessons  from  Sept.  11,  2001,  were 
ready  to  cover  this  year’s  biggest  news  stoiy  during 
the  Internet’s  prime  time,  9  a.m.  to  5  p.m. 

“We’ve  created  a  system  here  that’s  ver>’  flexible 
and  allows  us  to  respond  to  spikes  in  traffic,”  said 
washingtonpost.com  spokesman  Don  Marshall.  If 
swamped  by  visitors,  the  site  can  outsource  the  host¬ 
ing  of  its  high-bandwidth  video,  which  includes  live 
coverage  of  White  House  and  Pentagon  briefings  and 
reports  from  the  Middle  Ea.st.  If  technical  problems 
were  to  arise  at  a  bu.sy  moment,  vvashingtonpost.com 
is  prepared  to  turn  off  the  graphics  on  the  site, 
including  advertisements  and  multimedia  features. 

Similar  preparations  for  streamlining  have  been 
made  at  newspaper  Web  sites  across  the  countrv', 
although  most  are  confident  they  can  handle  virtually 
any  traffic  load.  Many  newspapers  greatly  increased 
their  bandwidth  and  .server  capacity  after  9/11-  The 
night  the  bombing  began.  The  New  York  Times  on 
the  Web  turned  oft'  its  registration  wall,  “to  get  the 
news  out  to  as  many  readers  as  possible,  as  quickly  as 
possible.”  said  Christine  Mohan,  spokeswoman  for 
New  York  Times  Digital. 

.Adding  to  the  traffic  burden  is  all  the  video  that 
many  news  sites  are  offering  in  an  effort  to  serve 
at-vvork  users.  In  some  cases.  E.W.  Scripps  Co.  news¬ 
papers  will  link  to  video  clips  about  the  war  on  Web 


sites  owned  by  Scripps  T\^  stations,  saving  the  news¬ 
paper  sites  from  bandwidth  drain. 

Advertising  also  can  slow  down  busy  sites,  and  on 
Thursday  both  MSNBC.com  and  CNN.com  pulled 
advertising  from  their  home  pages.  Most  newspaper 
sites  were  still  running  ads  Thursday,  but  some 
restrictions  were  in  place  —  more  out  of  concern  for 
taste  than  bandwidth.  Latimes.com  and  chicago- 
tribune.com  both  temporarily  suspended  all  pop-up 
ads.  Washingtonpost.com  planned  to  continue  nm- 
ning  its  pop-under  ads.  but  will  review  the  decision 
frequently. 

Advertisers  al.so  were  reviewing  their  online  cam¬ 
paigns.  Several  advertisers  on  vvashingtonpost.com 
decided  on  Wednesday  to  pull  their  ads  for  24  or  48 
hours  once  the  war  started.  A  few  national  travel 
adverti.sers  planned  to  temporarily  suspend  their 
campaigns  on  Tribune  Interactive  sites.  Some 
advertisers  on  NVTimes.com  also  postponed  their 
campaigns,  and  some  requested  to  be  moved  to  non- 
war  areas  of  the  site.  “Ninety  percent  of  our  online 
advertisers  have  not  asked  for  any  kind  of  ‘out’ 
clause,”  said  Brigitte  Trafford.  a  spokeswoman  for 
Dow  Jones  &  Co.  Inc. 

Covering  the  war  online  is  a  challenge  for  smaller 
newspapers.  “I’ve  always  believed  that  we  can’t  out- 
CNN  CNN.com,”  said  Rob  Curley,  general  manager 
of  World  Online,  the  Web  site  of  the  Joi/rn«/-Mor/</ 
in  I^awTenc-e,  Kan.  Instead,  most  papers  should  con¬ 
centrate  on  local  angles,  such  as  news  about  home¬ 
town  troops.  Said  Curley,  “We  have  to  work  hard  to  be 
the  plat'e  for  grcat  communitv'  dialogue.”  11 
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CHRONCUTS 

C0MIR6S00N 

The  San  Francisco 
Chronicle  — 
operating  as  one  of 
the  best-staffed 
newspapers  in  the 
nation  for  more  than 
two  years  —  is  about 
to  embark  on  a  major 
cost-cutting  effort, 
the  paper  reported 
Wednesday.  It  could 
lead  to  as  many  as 
500  layoffs. 

Recently  installed 
Publisher  Steven 
B.  Falk  told  Chronicle 
staffers  that  the 
paper's  2,400  full¬ 
time  employees  are 
about  500  more  than 
necessary. 

“We  have  one  of 
the  most  expensive 
newspaper  operations 
in  the  country,  and 
that  has  to  change,” 
Falk  said.  He  did  not 
elaborate  on  how 
costs  would  be  cut, 
but  said  job  trims 
would  be  included. 
Falk  became  the 
Chronicle’s  publisher 
three  weeks  ago, 
succeeding  John  F. 
Oppedahl,  who  had 
held  the  post  since 
November  2000. 

The  Chron  nearly 
doubled  its  editorial 
staff  late  that  year 
when  its  parent 
Hearst  Corp.  handed 
over  control  of  the 
San  Francisco 
Examiner  to  the  Fang 
family,  along  with  a 
three-year,  $66- 
million  subsidy.  As 
part  of  the  arrange¬ 
ment,  Hearst  agreed 
to  keep  virtually  all 
Examiner  employees 
on  the  Hearst  payroll 
as  Chronicle  workers. 
-  JOE  STRUPP 
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Stella  Barrett  to  the  newly  created 
position  of  Chicago  sales  representative 
for  Parade  magazine,  based  in  New 
York,  from  media  manager  for  the 
Ace  Hardware  Corp.,  headquartered 
in  Oak  Brook. 


NEVADA 

Jerry  Pye  to  publisher  of  the  Elko  Daily 
Free  Press  from  publisher  of  the  Bastrop 
(La.)  Daily  Enterprise.  Both  newspapers 
are  part  of  Liberty'  Group  Publishing, 
the  Northbrook,  lll.-based  chain  owned 
by  Leonard  Green  &  Partners  LP,  a 
private-equity’  fund  headquartered  in 
Los  Angeles.  Py’e  succeeds  Dale  Andreasen. 
who  resigned. 


BY  J.J.  MC  GRATH 


NEWSPF.OPLE@  EDITORANDPUBLISHER.COM 


ILLINOIS 

Kenneth  Harding  to  vice  president  of  opera¬ 
tions  and  distribution  for  the  Tribune 
Publishing  Co.,  based  in  Chicago,  from 


executive  vice  president  for  the  McClier 
Corp.,  also  headquartered  in  Chicago. 
Effective  May  19,  Harding  w’ill  succeed 
Richard  Malone.  (See  “Illinois,”  below.) 


VIRGINIA 
Tara  Connell  to  the  newly  created 
position  of  \ice  president  for  corporate 
communications  at  Gannett  Co.  Inc. 
from  director  of  media  and  government 
relations  at  the  nation’s  No.  1  newspaper 
company,  based  in  McLean. 

Mike  Kment  to  director  of  classified 
advertising  for  the  Gannett  Newspaper 
Di^^sion  from  \ice  president  of  sales 
for  Lee  Enterprises  Inc.,  headquartered 
in  Davenport,  Iowa.  He  succeeds  Chuck 
Cornelius,  who  last  month  became  the 
classified-advertising  director  of  The 
Arizona  Republic  in  Phoenix. 


David  E.  Barber  to  senior  nee  president 
of  newspaper  relations  for  USA  Weekend 
from  \ice  president  of  newspaper 
relations  for  the  weekly  supplement, 
a  Gannett  Co.  Inc.  publication  based 
in  McLean. 

Jack  Curry  to  \ice  president  and  executive 
editor  from  executive  editor. 


John  Fields 

Senior  Account  Manager 
The  San  Diego  Union-Tribune 


general  manager 
at  the  Chicago  Tribune  from 
senior  vice  president  for  opera¬ 
tions  at  the  Tribune  and  group 
vice  president  for  operations 
at  the  Tribune  Publishing  Co. 
unit  of  the  Tribune  Co.,  based 
in  Chicago. 


vice 


Congratulations  to  John  Fields, 

Senior  Account  Manager,  Advertising  Majors  Team 
at  The  San  Diego  Union-Tribune. 

John  was  the  recipient  of  the  Outstanding  Service  Award 
from  the  Target  Corporation.  He  is  one  of  only  six  to 
receive  the  prestigious  award  across  the  nation.  Account 
managers  from  650  newspapers  were  eligible  for  the  award. 


UniondD:ibunc. 
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No  tall  story: 

The  highest  productivity 
on  the  smallest  footprint 
in  the  newspaper  world. 


The  WIFAC  OF  370  CTD  six-high  tower  in  a  space-saving 
compact  configuration.  It  produces  a  complete  -tS-page  news¬ 
paper  with  16  four<olor  pages  on  a  printing  machine  footprint  of  only 
129  square  ft.  Or  ‘’O.OOO  copies  per  hour  of  a  24-page  newspaper  with 
8  four-color  pages  in  the  straight-run  mtxle  in  the  same  tower. Vl'ith  this 
high-end  productivity  rating  on  such  a  small  footprint,  the  VOFAG  OF 
3''0  GTD  is  unparalleled.  Yet  the  6-high  tower  •  almost  the  same  height 
as  a  conventional  4-high  tower  -  offers  you  up  two-thirds  more  capacity, 
superior  printing  quality',  webbing  flexibilit)  and  waste  savings.  All 
controls  are  accommtxlated  in  each  of  these  autonomous  printing 
units,  so  you  don’t  need  separate  air<onditioned  rooms  and  special 
wiring.  A  \X1F.AG  OF  3‘'0  6-high  tower  is  a  highly  proactive,  compact  web 
press  which  allows  you  to  produce  a  newspaper  on  up  to  three  webs 
concurrently,  while  saving  waste  and  time.  Vl’ould  you  like  to  know  more 
about  high  producti\it>?  Let’s  talk  about  it! 


WIFAG 


VllFAG .  640  (iunbv-  Road.  .Marietta.  GA  .MXtO' 
Cuniaa:  Joe  Ondras.  Phone  ~(WjS0  85 1 1  -  Fax  ~0-850  8550  -  www.wifag.com 
MlF.Ati  .AG.  3001  Bern  (Switzerland)  -  Phone  +41-31-339  33 .33  -  Fax  +41-31-339  36  66 


EDITORIAL 


TQIUtKIIIIDIIOIMN 

Newspapers  win  a  big  court  victory  -  disguised  as  a  defeat  - 
in  a  fight  against  city-imposed  advertising  on  honor  boxes 


IN  THE  OLD  DAYS,  MUNICIPALITIES 
tried  to  herd  new'spapers  into 
multiple-title  or  gang  news  racks 
by  arguing  —  sometimes  even 
sincerely  —  that  they  were  simply 
concerned  about  the  clutter  and  aesthetics 
of  unruly  rows  of  indiridual  honor  boxes 
along  their  sidewalks. 

More  recently,  though,  cities  and  towns 
across  the  land  look  at  these  gang  racks  as 
found  money  generated  by  the  goodwill  of 
local  papers.  Egged  on  by  “street  ftimiture” 
vendors,  mayors  and  councils  are  imposing 
schemes  that  are  one  step 
removed  from  protection 
rackets:  Newspapers  are 
forced  into  uniform  racks 
that  demonstrably  slow 
sales,  that  allow  little  or 
no  branding  signage  of 
indiridual  papers,  but  that 
always  include  billboard- 
sUie  ads  —  with  that 
revenue  split  between  the 
rack  .suppliers  and  the  cities.  In  a  final 
insult,  municipalities  demand  kickbacks  in 
the  form  of  annual  fees.  Ch  er  the  last  year 
or  two,  it's  happened  to  papers  in  Boston, 
Chicago,  Indianapolis,  and  San  Francisco. 

Atlanta  w  as  w  ay  ahead  of  other  cities. 
Back  w  hen  it  was  planning  for  the  1996 
Summer  Obmpics,  the  cit\-  passed  a  law- 
forcing  papers  sold  from  honor  boxes  at 
Hartsfield  International  Airport  into 
uniform  racks  that  ad\  ertised  Coca-Cola. 

A  single  cit>-  official  dictated  which  papers 
were  sold  w  here,  and  could  kick  papers  out 
of  racks  vrith  just  30  days’  notice.  Atlanta 
also  imposed  a  fee  set  high  enough  to 
ensure  a  tidy  profit  for  cit\-  coffers. 

The  Atlanta  Journal-Constitution,  joined 


by  USA  Today  and  TheNeu'  York  Times, 
sued  in  federal  court  —  and  w-on.  First  a 
U.S.  District  Court  and  then  a  three-judge 
panel  of  the  11th  U.S.  Circuit  Court  of 
Appeals  found  every  element  of  the  scheme 
unconstitutional.  Atlanta  appealed  to  the 
full  appellate  court. 

In  a  recent  decision  little  noticed  beyond 
Atlanta,  the  foil  court  appeared  to  hand 
the  newspapers  a  defeat.  The  judges 
unanimously  ruled  that  governments  are 
not  “universally”  precluded  “from  imposing 
profit-making  or  revenue-raising  fees  on 
First  Amendment  expres¬ 
sion.”  Four judges  even 
suggested  that  Atlanta 
could  collect  fees  dating 
back  to  1995  —  with  rivo 
urging  the  lower  court  to 
force  the  papers  to  “pay  up, 
just  as  courts  forced  the 
robber  barons  of  old  to 
pay  what  they  owed.” 

Yet,  as  the,47C’s  lead 
attorney,  Peter  Canfield  of  the  Atlanta  firm 
Dow,  Lohnes  &  Albertson,  told  EisP,  the 
fee  is  not  what  drove  the  papers  into  court. 
Far  more  important  for  the  newspapers  at 
Hartsfield  —  and  for  papers  throughout  the 
11th  circuit  —  is  that  the  court  declared  as 
unconstitutional  all  those  other  elements 
that  recur  in  municipal  gang-rack  schemes: 
the  forced  advertising  partnership,  the 
unbridled  discretion  of  a  single  official, 
and  the  constant  cancellation  threat. 

Now  it's  up  to  publishers  in  the  rest 
of  the  countiy  to  use  this  powerful 
constitutional  precedent  to  break  the 
coercive  gang-rack  racket  that  allow-s  local 
politicians  to  tell  new-spapiers  where  and 
how  they  can  sell  their  products. 


An  Olympian 
legal  decision  — 
in  Atlanta,  of  all 
places  —  alters 
the  placing  field, 
possibly  forever. 


America’s  Oldest  Journal  Covering  the  Newspaper  Industry- 
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A  straight  line 


Straight-line  inserting  keeps  package  contents 


intact,  and  is  the  fastest  way  between  jacket  input 


and  gripper  output.  It  allows  for  the  most  efficient 
material  handling  and  machine  management. 

GMA  has  proven  the  superiority  of  straight-line  inserting — in 


hundreds  of  world-wide  installations.  Today,  GMA’s  third  generation 


SLS3000  inserting  system  maintains  the  straight-line  approach.  The 


SLS3000  is  faster,  has  greater  capabilities  for  a  wider  variety  of  products,  and 
a  sleeker,  safer,  more  ergonomic  design.  The  end  result  is  higher  net  throughput. 

Knowing  what  the  packaging  and  distribution  market  needs,  and  innovating  to  meet  those 
demands,  GMA  continues  to  raise  the  bar  on  productivity. 

Visit  us  at  America  East  at  Booth  61. 

Passion  for  Innovation! 


MfMSfP  or  rue  VULLCR  UAPTIHI  GAOC'P 


PHost  610-694-9494  f<v  610-694-0776  u’ww.gma.com 


« 


» 


William  Dean  Singleton 
MediaNews  Group  Inc. 


Gary  B.  PRUin 

McClatchy  Co. 


Douglas  H.  McCorkindale 

Gannett  Co.  Inc. 
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Gannett,  McClatchy, 
and  others  are  turning 
their  eyes  toward  all 
(or  some)  of  the  properties 
everyone  eocpects  to  go 
on  the  block  —  very  soon 


BY  LUCIA  MOSES 


Conflict  is  as  much  of 
a  family  tradition  at 
Freedom  Communications 
Inc.  as  libertarianism.  Its 
founder  R.C.  Hoiles  parted 
ways  with  his  brother  and  newspaper 
partner,  Frank,  back  in  the  1920s  over 
a  political  dispute.  The  latest  troubles 
stem  partly  from  Hany  Hoiles,  R.C.’s 
son,  who  sued  to  break  up  Freedom  in 
1982,  believing  it  had  strayed  from  his 
father’s  philosophical  mission. 

Taking  up  Ham  ’s  cause  was  his  son,  Tim  Hoiles, 
who  considered  the  company’s  decision  in  the  1980s 
to  enter  the  TV  business  antilibertarian  (by  that  pmint, 
it  owned  24  daily  newspapers).  Last  summer,  he 
started  pushing  publicly  for  the  company  to  buy 
out  his  8.6%  stake.  But  the  shareholder 
discontent  wasn’t  just  philosophical.  Other 
Hoiles  family  members  were  furious  about 
the  company’s  ill-fated  magazine  and 
Internet  forays  that  in  2001  led  to  losses 
of  $110  million  before  taxes. 

Though  Tim  Hoiles  may  not  have 
^  planned  for  things  to  end  up  this  way. 
Freedom,  based  in  Irvine,  Calif.,  now  seems 
headed  for  a  sale  of  all  or  at  least  part  of  its  assets. 

At  a  get-together  last  summer,  family  members 
agreed  to  pursue  options  that  would  include  a  sale 
of  the  company.  Members  of  the  fourth  generation 
of  newspapering  Hoileses  sought  a  plan  to  buy  out 
their  elders,  but  their  resources  didn’t  match  their 
ambitions.  Seven  months  later,  on  March  6,  with  the 
status  quo  no  longer  an  option,  the  board  agreed  to 
invite  bids  from  would-be  buyers. 

A  company’s  adherence  to  its  founder’s  political 
bent  seems  an  anachronism  today.  A  family-owned 
newspaper  company  making  it  to  the  fourth 
generation  of  ownership  is  even  more  rare.  It’s 
usually  at  this  point  that  shares  are  spread  thin 
among  restless  family  members  who,  having  no 
involvement  or  interest  in  the  business,  decide  to 
cash  out.  Publicly  traded  newspaper  companies  now 
account  for  almost  half  the  country’s  daily  circulation. 

That  figure  would  break  the  50%  barrier  if 
Freedom,  with  its  daily-newspaper  circulation  in 
excess  of  1  million,  were  to  be  sold  to  a  publicly 
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Robert  C.  Woodworth 

Pulitzer  Inc. 


Mary  E.  Junck 

Lee  Enterprises  Inc. 


James  C.  Kennedy 

Cox  Enterprises  Inc. 
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The  Land  of  Freedom 


H  Daily  Newspapers 
m  TV  Stations 


WRGB-TV.  Nisluyuna 


■  The  Telegraph,  Alton 

■  Jacksonville  Journal- 
Courier  ^ 


■  WLME-TV, 
t  Providence 


■  The  Lima  News 


■  The  Sedalia  Democrat 


■  The  Gazette, 
Colorado  Sprints 


•  Desert  Dispatch,  Barstow 

•  Appeal-Democrat,  Marysville 

■  The  Porterville  Recorder 

•  The  Orange  County  Register, 
Santa  Ana 

■  Daily  Press,  Victorville 


^  Times-News,  Burlintlon 

■  The  Gaston  Gazette,  Gastonia 

■  The  Daily  Hews,  Jacksonville 

•  The  Free  Press.  Kinston 

■  The  Sun  Journal.  New  Bern 

•  The  Shelby  Star 


•  Thefribune. 
Seymour 


East  Valley  Tribune! 
Scottsdale  Tribune.  Mesa 
Daily  News-Sun.  Sun  City 
The  Yuma  Daily  Sun 


WTVC-TV,  Chattanoota 


■  Northwest  Florida  Daily 
News,  Fort  Walton  Beach 

■  The  News  Herald. 

Panama  City 

■  WPEC-TV.  West  Palm  Beach 


•  Clovis  News  Journal 

•  Portales  News-Tribune 


•  The  Brownsville  Herald 

•  Valley  Morning  Star,  Harlinten 

■  The  Monitor.  McAllen 

■  Odessa  American 

•  KFDM-TV.  Beaumont 


Along  with  its  28  daily  newspapers  and  eight  TV  stations.  Freedom 
Communications  Inc.  owns  37  weekly  publications  and  a  number 
of  affiliated  Web  sites,  including  six  regional  portals. 


Source:  Freedom  Communications  Inc. 


traded  company.  So  the  move,  on  top  of 
eveiything  else,  is  loaded  with  .symbolism. 

Long  before  the  board’s  formal  decision 
to  invite  bids,  prospective  buyers  who 
smelled  a  prime  opportunitv'  were  already 
circling.  The  No.  12  newspaper  chain  by 
daily  circulation.  Freedom  is  anchored  by 
The  Orange  County  Register  in  Santa  Ana, 
Calif,  with  a  circulation  of  300,888  and 
three  Pulitzer  Prizes  to  its  credit.  It’s 
bolstered  by  The  Gazette  in  Colorado 
Springs,  Colo.,  the  East  Valley  Tribune/ 
Seottsdale  Tribune  in  Mesa,  Ariz.,  and 
25  smaller  dailies  stretching  from  coast 
to  coast.  Thirtv  -seven  weeklies  and  eight 
small-to-midsize  TV’^  stations  round  out 
the  portfolio,  expected  to  fetch  more 
than  S2  billion  if  sold  to  one  bidder. 

The  last  comparable  deal  was  Gannett 
Co.  Inc.’s  S2. 7-billion  purchase  of  Central 
Newspapers  Inc.  in  2000. 

One-stop  shopping 

At  least  a  dozen  one-stop  shoppers 
might  emerge  now  that  the  company  is 
officially  in  play,  says  London-based 
broker  Christopher  Shaw,  w'ho  has  talked 
with  many  of  them.  Given  the  rarity  with 
which  dailies  come  on  the  market,  he  says, 
“I’m  not  sure  people  are  going  to  be  too 
careful  about  their  [acquisition]  criteria.’’ 

Selling  to  a  single  buyer  would  have 
fewer  tax  consequences,  not  to  mention 
lawv  er  fees,  for  the  seller,  making  it  a 


better  deal  for  Freedom  shareholders. 

And  historv-  suggests  that’s  the  most  likely 
outcome.  While  the  properties  individually 
would  invite  scores  of  shoppers,  few 
companies  have  the  abilitv'  and  desire  to 
buy  the  whole  shooting  match. 

I^et’s  start  with  the  obvious:  Gannett, 
already  the  biggest  dog  on  the  block  with 
daily  U.S.  circulation  of  7.6  million,  is  the 
most-logical  player  for  several  reasons. 

It  has  the  abilitv',  given  its  low  debt-to- 
EBITDA  (earnings  before  interest,  taxes, 
depreciation,  and  amortization)  ratio,  and 
the  appetite.  “At  a  price,  it’s  something  we 
would  like  to  add  to  the  Gannett  group.” 
Chairman,  CEO,  and  President  Douglas 
H.  McCorkindale  said  at  an  analysts’ 
meeting  last  week.  Freedom’s  papers 
would  fit  into  the  Gannett  fold  in  terms 
of  size  and  geography,  and  its  TV’ 
properties  would  augment  Gannett ’s 
broadcast  holdings,  giving  it  a  second 
station  in  Grand  Rapids,  Mich.,  and  a 
newspaper/TV’  combo  in  Lansing,  Mich. 

As  a  private  company.  Freedom  doesn’t 
release  financial  information,  but  William 
DrewTV',  a  Credit  Suisse  First  Boston 
analyst,  estimates  Gannett ’s  margins 
are  11%  higher  on  the  newspaper  side 
and  18%  higher  on  the  TV’  side  than 
Freedom’s,  giving  Gannett  ample 
opportunitv’  for  margin  improvement. 

Or  maybe  Gannett  just  wants  to  buy  — 
and  sell?  “I  think  Gannett  would  like  to 


take  the  whole  thing  down  and  sell  off 
pieces,”  says  Ken  Berents,  an  analyst  with 
Goldman  Sachs  Asset  Management.  One 
such  piece  might  be  Freedom’s  96,221- 
circulation  Tribune  in  Mesa,  where  its 
proximitv’  to  The  Arizona  RepubUe  in 
nearby  Phoenix  could  raise  an  antitnist 
issue  for  Gannett. 

An  offer  for  cash  and  Gannett  stock 
could  be  tempting  to  shareholders.  If  a 
bidding  war  ensues,  however,  it  could 
bump  the  price  above  Gannett ’s  comfort 
zone.  Says  media  analyst  James  C.  Goss 
of  Barrington  Research.  “If  you  know 
anvthing  about  Gannett,  they’re  not 
going  to  get  into  a  bidding  war.” 

It’s  easy  to  see  why  the  McClatchy  Co. 
would  be  interested  in  the  company. 
Freedom’s  California  papers  —  five, 
including  the  Register  —  would 
complement  McClatchy ’s  three  Bees  to  the 
north,  and  some  of  its  six  North  Carolina 
dailies  would  fit  well  with  The  Neu's  Esl 
Obsen'er  in  Raleigh.  The  TV’  group  and 
other  papers,  especially  in  slower-growth 
markets,  would  then  be  candidates  for 
sell-offs.  McClatchy  has  been  paving  down 
its  debt  since  buving  Minneapolis’  Star 
Tribune  in  1998,  and  while  CEO  and 
President  Garv’  B.  Pruitt  has  indicated  he’s 
not  willing  to  pay  the  high  prices  being 
asked  for  'TV’  stations,  he  is  interested  in 
expanding  the  newspaper  portfolio. 

Despite  its  strong  balance  sheet. 
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Harris  &  Baseview's  solutions  take  you 
from  idea  to  press  to  Web  and  bevond. 
We  have  editorial,  advertising,  circula¬ 
tion,  production  and  Internet  solutions 
that  operate  on  Windows  and 
Macintosh  platfonns,  for  pubhcations 
ranging  from  one  workstation  up  to  5(X) 
and  beyond. 

AdPower,  now  witli  Accounts 
Receivable,  features  MTSIWTG  ad-tak¬ 
ing  screens,  as  well  as  niultiinedia  pub¬ 
lishing,  multiple  schedules  for  each  ad 
and  data  vvarehoasuig. 

Tire  BITS  Web-hosting  service  gK  es  you 
a  powerftil,  up-to-date  Web  site  vvitliout 
anv  haixKv'are  or  sofivviue  concerns  on 
vour  end.  Options  include  searc-liable 
classifieds,  access  control,  .sports  games 
and,  .soon,  e-tearsheets  and  M'eb-based 
ad  entrv. 

CireulationPiT)  3  takes  all  tire  popular 
features  from  our  previous  v  ersions  and 
arkls  serv  er  options  irK'liKling  Macintosh 
OSX,  W irnkAvs  and  Solaris.  On  tin*  client 
end,  it's  a  simple  Web  brcAvsc^r!  Yet  vour 
data  is  secure,  vour  fiirKtions  speech'  and 
vour  time  Ls  savcel. 

Our  solutiou.s  are  designed  to  take  care 
of  the*  more  mitndane  tasks,  freeing  von 
up  for  cTeathitv  and  selling,  as  well  as 
irKieasing  production  within  vour  staff. 
.\rKl  we  do  it  all  at  a  manageable  cost. 

For  rnorc  infonnation  about  oirr  cmli^t- 
ening  products,  call  us  at  321.242.5000 
or  734.662.5800,  visit  our  website  at 
www.harrlsbascAiew.com  or  come  and 
see  us  at  America  East  2003. 
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Look 
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A  It’s  taken  years,  but  the  campaign  by  Tim 
Hoiles,  grandson  of  Freedom  founder  R.C. 
Holies,  to  do  something  “about  the  liquidity 
needs  of  the  family”  may  be  bearing  fruit. 


usual  suspects  I  don't  think  are  interested 
in  Freedom."  Those  include  Knight 
Ridder,  the  Tribune  Co.,  and  Advance 
Publications,  which  have  placed  their  bets 
on  bigger  markets,  although  the  North 
Carolina  dailies  could  be  interesting  to 
Knight  Ridder,  which  could  sell  off' other 
papers  and  the  TV  group.  The  Register 
would  be  the  most  attractive  from  a 
Tribune  perspective,  but  antitnist 
considerations  could  preclude  the  Los 
Angeles  Times  parent  from  owning  its 
Orange  County  rival. 

Scott  Stawski,  client  executive  at  the 
Chicago-based  Inforte  Corji.  considtanc\’, 
takes  the  contrarian  position  that  the  New 
York  Times  Co.  makes  more  sense  than 
others  as  a  buyer  of  Freedom  in  toto. 

With  almost  no  long-term  debt,  the 
rimes  Co.  clearly  has  the  wherewithal. 
Freedom's  community  newspapers 
overlap  with  those  of  the  Times  Regional 
Newspaper  Group  in  three  states,  while  its 
TV  group  would  enlarge  the  Times  Co.’s 
broadcast  holdings.  Stawski,  who  has 
worked  with  the  Times  Co.  and  other  big 
newspaper  companies,  says  the  smaller 
papers  also  would  support  the  expansion 
ot'TheNeu'  York  Times'  national  edition 
by  delivering  the  paper,  w  hich  the  Times 
often  pays  outside  papers,  including  the 
L.A.  Times,  to  do. 

Stawski  argues  that,  political  leanings 
notwithstanding,  the  Times  Co.,  with  its 
tradition  of  editorial  qualitx'  and  family 
ovNTiership,  is  a  better  cultural  match  for 
Freedom  than  is  Gannett.  "While  there 
may  be  political  differences  between  The 
Neu'  York  Times  and  Freedom,  I  think 
there  are  some  sjTiergies,"  he  says. 


McClatchy  would  find  biting  oft  all  of 
Freedom  a  bit  of  a  stretch,  as  its  market 
capitalization  Wednesday  was  only  about 
S2.5  billion  versus  Gannett 's  $19.2  billion. 
The  company  had  a  market  cap  of  $1.8 
billion  when  it  paid  $1.1  billion  for  the 
Star  Tribune,  says  John  Miller,  \ice 
president  of  Chicago-based  Ariel  Capital 
Management,  a  McClatchy  stockliolder. 
McClatchy  then  fell,  briefly,  out  of  favor 
on  Wall  Street.  Bming  Freedom,  he  notes, 
would  be  "taking  on  a  lot  at  this  point.” 

Says  Kevin  I^valla,  managing  director 
with  Jordan,  Edmiston  Group  Inc.  (JEGI), 
who  has  19  years  of  experience  in  news¬ 
paper  transactions,  “It's  just  whether  they 
would  want  to  do  it  and  take  the  heat." 

Some  see  MediaNews  Group  Inc.,  the 
No.  7  newspaper  company,  as  ha\ing  an 
appetite  for  Freedom,  although,  like 
McClatchy,  it  too  could  end  up  spinning 
off  some  of  the  pieces  later.  The  aggressive 
and  acquisition-minded  William  Dean 
Singleton  already  shares  a  newspaper 
presence  with  Freedom  in  California, 
Colorado,  and  New  Mexico,  and  has 
broadcast  ambitions  as  well. 

Another  \iew  holds  that  Singleton  is  too 
occupied  with  digesting  his  $200-million 
purchase  of  The  Salt  Lake  Tribune  in  2001 
and  ongoing  legal  battle  with  fonner  man¬ 
agers  who  claim  they  have  a  right  to  own 
the  paper.  MediaNews’  private  ownership 
status  makes  it  hard  to  accurately  size  up 
its  capacity'  for  acquisitions,  though. 

In  the  end,  “I  think  it’s  Gannett  and 
McClatchy,”  says  Joseph  Barletta,  who 
formerly  was  a  Freedom  chief  operating 
officer  and  now'  is  a  San  Francisco  media 
lawyer  advising  Tim  Hoiles.  “The  other 
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'Moment  of  truth 


“Gannett  is  knowTi  for  very  good  news¬ 
paper  operations,  but  you  wouldn’t  say 
that  top  of  mind  is  the  editorial  product.” 

Others  assert  the  Times  Co.’s  ambitions 
lie  elsewhere.  “Their  avowed  strateg\'  is  to 
get  rid  of  the  smaller  stuff,”  says  Charles 
Wrubel,  managing  director  at  AdMedia 
Partners  Inc.  in  New  York.  Freedom 
“wouldn’t  make  sense,”  given  the 
company’s  publicly  stated  strategy  of 
expanding  the  Times  national  edition  and 
building  strong  regional  clusters,  as  it  has 
in  New  England,  Times  Co.  spokeswoman 
Catherine  Mathis  says.  As  for  the  regional 
ov'erlap,  Mathis  pointed  out  that  the 
Times  Co.  recently  sold  several  regional 
papers  because  they  didn’t  meet  its 
projected  growth  criteria. 

Little  is  known  about  the  private  and 
famously  quiet  Hearst  Corp.’s  ambitions, 
but  it’s  not  to  be  discounted  as  a  potential 
buyer  of  all  or  most  of  Freedom.  Hearst, 
with  its  San  Francisco  and  Seattle 
metros,  is  said  to  be  looking  for  growth 
opportunities,  and  might  take  an  interest 
in  Orange  CounU'  and  Colorado  Springs  to 
enlarge  its  Western  presence.  Barrington 
Research’s  Goss  imagines  a  coordinated 
effort  by  Hearst  and  its  majority-ownied 
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spinoff,  Hearst -Argxie  Television  Inc.,  to 
buy  Freedom’s  newspapers  and  TV’ 
groups,  respectively. 

Try  some,  buy  some 

Some  observers,  such  as  Lav  alia  of 
JEGI,  .see  a  breakup  of  Freedom  more 
likely,  given  the  diversity  of  its  papers 
in  circulation  size  and  geography.  If 
Freedom  is  sold  off  in  parts,  there’s 
hardly  a  company  with  deep  pcxkets  — 


in  addition  to  the  aforementioned  —  that 
wouldn’t  want  to  get  in  on  the  action. 

Going  from  west  to  east,  hotly  contested 
states  could  be  California,  where 
Freedom  publishes  two  papers  in  San 
Bernardino  Countv’  that  could  serve  the 
interests  of  Belo,  parent  of  The  Press- 
Enterfirise  in  nearby  Riverside  —  or  Lee 
Enteiqni.ses  Inc.,  which  gained  a  California 
f(K)thold  last  year  with  its  purchase  of 
Howard  {eontimieci  on  page  29} 
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-FEATURES  AVAILABLE-  ■  -ANNOUNCEMENTS-  ■  -EQUIPMENT  &  SUPPLIES- 


ILLUSTRATOR/GRAPHIC 

CUSTOM  ILLUSTRATIONS  FROM  $100 

First  one  is  FREE.  Over  200  artists.  Visit 
www.clailynewsgraphics.com.  (909)  338-3331 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  29243087(909)  929-1 169 


-ANNOUNCEMENTS- 


ANNOUNCEM  ENTS 


CALL  FOR  ENTRIES:  Tell  us  a  story. 
Win  $500.  The  Missouri  Review  Photo 
Essay  Contest.  Deadline  March  31.  Visit: 
www.moreview.org  for  details. 


EDUCATION 


WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City.  Wash¬ 
ington,  DC.  Los  Angeles  and  Asheville.  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 
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KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ kamenandco@aol.com 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.coin 
W.B.  Grimes  &  Co..  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 


NEWSPAPER  BROKERS 


Leader  in  .Sale 
of  Community 
Newspapers 

(  7u*<  X  futr 

1 2 14)  265~V.^N) 
Kickc*iit>achc*r  \1eclia 

<>731  OcNCo  I>r.,  D.ilLis.  IN  7.S225 
w  w  »  rickcnhachcmicJiii  ci*m 

MICHAEL  D.  LINDSEY 

www.publicabonsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Doug  Hebbard,  Midwest 
(847)  356-7675 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers" 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE.  INC. 

Appraisals.  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-98% 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
wwrw.  media-broker,  com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPERS  EOR  SALE 


For  a  list  of  Properties  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

NORTH  TEXAS  WEEKLY,  good  demo¬ 
graphics,  gross  with  prinhng  near  $300K. 
bargain  at  S175K.  Also  others.  Bill  Berger, 
Associated  Texas  Newspapers  (512) 
476-3950.  1801  Exposihon,  Austin,  TX 
78703. 


NEWSPAPERS  FOR  SALE 


OWN  A  PAPER  IN  THE  COLORADO  ROCKIES 
Arts  and  Entertainment  paper  entering  fifth 
year  of  business.  Currently  publishes  ap¬ 
proximately  36  issues/year  depending  on 
ski  season  length.  $250,000  gross  with 
High  profit  margin.  For  more  info  E-mail: 
paper4sale@hotmail.com 

WEST  COAST:  3  WEEKLIES  (adjudicated) 
serving  strong  ag  and  business  region. 
2002  revenues  $1.6MM,  owner  cash  flow 
$385K  $2,400,000  COUING  SOQft  Re 
gional  weekly  ag-based  newspaper. 
Portable  Also:  2  sister  weekly  papers,  FYE 
3/31/02  gross  $1.7  MM.  Contact  Gregg  K. 
Knowles,  Broker,  (661)  833-3834. 

www.media-broker.com 


NEWSPAPERS  WANTED 


WANTED  TO  PURCHASE:  SmalFtown 
newspapers  with  paid  circulahon  4,000  or 
above  by  award-winning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  wdl  as  you  have  done. 

Box  2036,  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI.  NY.  NY  10003 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


BUY/SELL/AU  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/fJiJipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


PRESSES 


DONT  SELL  YOUR  PRESS 
UnbI  You  Contact 
Newman  International.  L.L.C. 
Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses' 
PRESSES  WANTED:  HARRIS  V25  V22 
V15A  V15D  or  845;  KING  Process  Color 
or  Daily;  (jOSS  Community  Urbanite 
Metro;  SOLNAD30C% 

Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 
(913)  492-9050  or  (913)  492-6217 
www.inlandnews.com 
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PRESSES 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)6484611  or  fax  (815)  648-2856 


-INDUSTRY  SERVICES- 


ClRCUlwATlON  AUDIT 


THERE  IS  AN  ALTERNATIVE! 

Circulation  Verification  Council  (CVC)  is  the 
largest  auditor  of  community  papers  nabon 
wide.  Call  for  an  information  kit  and 
noobligabon  quote.  (800)  262-6392 


CIRCULATION  SERVICED 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service.  Inc. 
Nabonwide  TELEMARKETING 
Cutbng-Edge  Technology 
Horace  Southward/Enc  Southward 
(800)  9508475 
www.metro-news.com 


CIRCULATION  III  PROMOTIONS.  INC. 

Your  telemarkebng  partner  into  the  21st 
century!  Bob  Price;  (949)  760-3939 
Circulationiii.com 

HEADLINE  PROMOTIONS.  INC. 

ColdOalling  Specialists. 

Programs  Include: 

•  Starts  •  Stop-Saver  •  Verification 

(800)  260-9823 
Dennis  McQuillan 

MARKETING  PLUS  INC. 

Telemarkebng  specialists  in  circulation 
development.  Custom  programs  for  any 
size  puWicabon.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  (^ity  plus 
Quanbty  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingpkisinc.com 
www.marketingpkisinc.com 
Member  of  the  USA  Chambers  of  Commerce 


NEWSPAPER 

TELESALES 

LEVIS 

(800)8849511 

Email:  DickLevis@Te)espherel.com 
or 

www.Telespherel  .com 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPR.\ISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Crihh  •  Jim  Iticks 
Tom  karavakis  •  Gar\  Greene 
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KM  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 
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-INDUSTRY  SERVICES- 


CONSULTANTS 


')KX\R’X) 


(ilX)n’ 


Consultants 
to  Amorks's 
prsmlcr  newspapers 
newspaper  companies 
and  associated  industries 

8S8.408.3898  www.denardoconsuttlng.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 
www.pressroomcleaners.com 


-HELP  WANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER 

General  manager  needed  for  daily  newspaper 
(under  10,000  circ)  located  in 
Nebraska.  Seeking  highly  motivated  individ¬ 
ual  to  grow  operation.  Excellent 
opportunity  for  advertising  professional. 
Ideal  candidates  will  possess  a  strong 
newspaper  background,  motivational  and  in¬ 
terpersonal  skills  and  be  able  to  lead  a 
management  team  toward  a  common  goal. 
Sales  background  a  must  and  shopper  his¬ 
tory  a  plus.  A  strong  community-customer 
focus  is  essential.  Competitive  salary,  annual 
bonus  and  excellent  benefits  package 
provided  to  the  right  candidate.  Please 
send  resume  and  cover  letter  to: 

Box  3291,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

PUBLISHER 

Established  paid  weekly  newspaper  in  the 
beautiful  northbay  of  San  Francisco  seeks  a 
leader  for  its  15  person  staff.  Ideal  candidate 
has  either  editorial,  advertising,  or 
general  management  experience.  Roll  your 
sleeves  up  and  have  fun.  Solid  ownership 
/management,  competitive  pay  and 
benefits  Reply  to  Scripps  Enterprises  Inc., 
P.O.  Box  516,  Napa,  CA  94559. 

PUBLISHER  FOR  AGRICULTURAL  PAPER 

Publisher  for  Capital  Press,  38,000-clrc. 
leading  ag  newspaper  for  WA,  OR,  ID  and 
CA.  Weekly,  family  owned,  broadsheet 
newspaper  covers  all  farm  commodities  in 
traditional  journalistic  approach.  Experienced 
staff  of  56,  including  14  field  staff. 
Letters,  resumes  to  C.K.  Patterson,  Capital 
Press,  P.O.  Box  2048,  Salem,  OR  97308. 
For  further  information; 
capitalpress.com/miscpages/work.htm 


ADMINISTRATIVE 


VICE  PRESIDENT  -  DIVERSITY 
Are  you  a  leader  who  has  knowledge  and/or 
input  and  involvement  in  diversity  initiatives 
or  programs  at  a  newspaper  company?  If 
so.  Newspaper  Association  of  America,  lo¬ 
cated  in  Tyson’s  Corner,  VA,  seeks  a  Vice 
President  of  Diversity  to  provide  leadership 
in  management  and  strategy  development 
of  program  and  services  to  complement  the 
newspaper  industry  companies'  diversity  ef¬ 
forts.  Responsibilities  include,  but  are  not 
limited  to,  analyzing  the  effectiveness  of 
existing  programs  as  well  as  researching, 
brainstorming,  and  suggesting  new  and/or 
improved  programs  and  services  to 
advance  NAA's  priority  on  diversity.  Other 
duties  include  serving  as  a  liaison  to  the 
NAA  Board  Committee  on  Diversity,  manag¬ 
ing  budgetary  responsibility  for  the  diversity 
program,  and  managing  two  staff 

members.  Qualifications  for  this  position  in¬ 
clude,  but  are  not  limited  to,  an  undergradu¬ 
ate  degree  as  well  as  at  least  7  years  expe¬ 
rience  on  the  business  side  of  the  newspaper 
industry.  Exceptional  presentation  and 
public  speaking  skills  are  essential  as  well 
as  outstanding  oral  and  written  communica¬ 
tion  skills.  Proficiency  using  Microsoft 
Office  suite,  including  PowerPoint,  is  essen¬ 
tial.  Some  travel  is  required.  NAA  offers  a 
competitive  salary  and  benefits  and  is  an 
EOE,  For  additional  information  about  NAA, 
please  visit  our  web  site  at  www.naa.org.  If 
this  IS  the  type  of  position  you  have  been 
seeking,  please  send  your  cover  letter  and 
resume  with  salary  history  and  references 
to  jobs@naa.org  or  Fax  to  (703)  902-1608, 
AHN:  HR-VPDIV. 


-HELP  WANTED- 


ADVERTISING 


ACCOUNT  EXECUTIVES 
Opportunity  for  Advertising  Sales! 

The  Jerusalem  Post  seeks  an  experienced, 
self-motivated  professional  to  serve  as  an 
account  manager  in  our  retail  advertising 
department  based  in  the  USA. 
Responsibilities  primarily  entail  selling  ad¬ 
vertising  space  in  The  International 
Jerusalem  Post,  The  Jerusalem  Post 
(printed  daily  in  Israel),  The  Jerusalem  Post 
internet  site  -  JPOST.COM;  the  service  and 
development  of  those  accounts,  and  pro¬ 
specting  new  advertisers  via  cold  calling, 
while  maintaining  an  understanding  of  The 
Jerusalem  Post  advertising  products  and 
promotions  and  utilizing  knowledge  of  the 
market  trends  of  the  competition. 

The  outstanding  candidates  will 

demonstrate  a  successful  track  record  in 
competitive  media  sales,  extensive  marketing 
knowledge  and  superlative  communication 
skills  including  developing  and 
delivering  formal  advertising  /  marketing 
presentations  that  meet  customer  and 
newspaper  needs. 

The  Jerusalem  Post  offers  competitive  sala¬ 
ries  and  commissions,  excellent  benefits 
and  an  environment  that  encourages  vision 
and  rewards  initiative. 

Qualified  candidates  should  E-mail,  fax,  or 
mail  their  resume  to: 

E-mail:  markz@jpost.co.il 
FAX:  (312)321-2450 
Jerusalem  Post 
401  N.  Wabash  Avenue, 

Suite  334 
Chicago,  IL  60611 


_ ADVERTISING _ 

ADVERTISING  SAlES  DIRECTOR  -  RETAIL 
Looking  to  run  a  retail  sales  department  in 
a  top  ten  media  market? 

Metro  Times,  Metro  Detroit's  News,  Arts  & 
Culture  Weekly,  is  currently  seeking  a 
driven,  successful  revenue  leader  who  con¬ 
sistently  exceeds  targets.  We  want  an  expe¬ 
rienced  top-notch  candidate  to  lead  retail 
sales  in  this  key  management  role  -  reporting 
directly  to  the  Publisher. 

Qualified  candidates  will  have  successful  re¬ 
tail  sales  management  experience  in  a  print 
media  environment  (alternative  newsweekly 
experience  a  big  plus)  and  will  have  consist¬ 
ently  exceeded  revenue  targets. 

Candidates  should  be  intelligent,  organized, 
creative,  energetic,  and  have  the  ability  to 
consistently  recruit,  train  and  motivate  a 
team  of  talented  sales  professionals.  Bach¬ 
elor's  degree  required.  Experience  with 
Goldmine  or  similar  programs  a  big  plus. 
Detroit  IS  a  top-ten  media  market  that  is  in 
the  midst  of  a  renaissance.  Detroit  has  a 
burgeoning  arts,  cultural,  and  music  scene. 
Metro  Times  is  the  largest,  most-read 
weekly  in  Michigan  and  is  part  of  the  Times 
Shamrock  Alternative  Newsweekly  Group. 
This  IS  your  opportunity  to  join  our  successful 
company.  We  offer  a  progressive  envi¬ 
ronment  and  a  competitive  compensation 
and  benefits  package  along  with  relocation 
assistance  for  the  right  candidate.  Qualified 
candidates  should  send  resume  and  cover 
letter  to:  David  Jost,  Publisher,  Metro 
Times,  733  St.  Antoine,  Detroit,  Ml  48226. 

FAX  (313)262-0201 

E-mail:  adsalesposibon@metrotimes.com 


CLASSIFIED  ADVERTISING  DIRECTOR 
The  Palm  Beach  Post  (200,000-1-  circulation 
Sunday)  is  looking  for  an  experienced  and 
motivated  individual  to  join  our  Advertising 
management  team.  This  position  includes 
responsibility  for  all  major  Classified  seg¬ 
ments  (Real  Estate,  Recruitment,  Auto¬ 
motive,  and  Merchandise);  as  well  as  the 
Call  Center  and  Private  Party  operations. 
Qualified  candidate  must  have  a  minimum 
of  five  years’  management  experience,  and 
relevant  sales  experience;  plus  adequate 
experience  with  key  internet  channels  and 
product  bundling,  and  basic  understanding 
of  Classified  front-end  and  telephone  sys¬ 
tems.  Bachelor’s  degree  from  4-year  univer¬ 
sity  preferred. 

Much  work  has  been  done  recently  in 
re-structuring  our  Classified  organization 
and  operations,  and  in  numerous  product 
enhancements.  Qualified  candidate  will  be 
expected  to  continue  our  momentum  in 
building  key  internet  channels;  improving 
our  selling  and  pricing  strategies  to  insure 
continued  growth  and  market  leadership. 
Competitive  compensation  and  benefits 
package  available.  Please  send  resume, 
cover  letter  and  references  to  Charles 
Gerardi,  Vice  President-Advertising,  The 
Palm  Beach  Post,  P.O.  Box  24700,  West 
Palm  Beach,  FL  334164700  or  E-mail  to 
cgerardi@pbpost.com.  We  recognize  and 
appreciate  the  many  benefits  of  diversity  on 
the  workplace.  People  who  share  this  belief 
or  reflect  a  diverse  background  are  encour¬ 
aged  to  apply.  EOE 


ADVERTISING  AD\T;RTISING 


RECRUITMENT  SALES  MANAGER 

The  St.  Louis  Post-Dispatch  has  an  inimcdiate  opening  tor  a  uniqueK  qualified  candidate 
to  gixHN  revenue  in  the  recruitment  advertising  categorv.  Kxperience  in  expense  management, 
budgeting  and  new  business  development  is  a  must.  I'he  ideal  candiditte  will  have  strong 
intenvrsonal  communication  and  presentation  skills 
I'he  abilitv  to  identitv  marketplaces  and  grow  market  share  is  essential. 

In  addition,  the  successtui  candidate  shall  posses  a  proven  track  record  in  the  following  areas; 

•  Sustained  revenue  growth  overtime  in  advertising  sales 

•  Proven  abilitv  to  identifv.  hire,  train,  motivate  and  develop 
both  inside  and  outside  s;iles  professionals 

•  IXmionstrated  abilitv  to  work  under  tight  deadlines  and  with  multiple 
departments  within  the  newspaper 

•  Accurate  forecasting  abilities 

•  The  abilitv  to  execute  on  ideas  and  show  results 

Other  necessarv  criteria: 

•  .^*5  vears  of  related  sales  management  experience 

•  ('ollege  IXgree 

We  I'ffer  an  excellent  salarv  and  bonus  piickage  with  comprehensive  health  benefits. 

The  St.  Louis  Post-Dispatch  is  an  lAfual  Opfxtrtunin  Eniphtwr.  pn'ud  of  its  talented,  diverse 
and  productive  work  force. 

Interested  applicants  for  this  opportunitv  should  forward  their  cover  letter,  resume  and  references  to: 

Si.  i.ouis  P(»st- Dispatch 
Kecniitment  Sales  Manager 
do  Human  Resources  Department 
90t)  North  Tucker  BKd.,  St.  Louis.  Missouri  63I0I 
Lax:  .M4-340.3(K)5, 

Email:  pdhrCo  post*dispatchxom 
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-HELP  WANTED- 


ADVERTISING 


IMMEDIATE  OPENINGS 
Family-owned  newspaper  group  has  oppor¬ 
tunities  for  Ad  Directors  who  still  carry  their 
own  account  list  and  lead  by  example.  We’ll 
train  you  for  success.  Lots  of  freedom  and 
little  corporate  paperwork.  Opportunity  for 
ownership.  Fax  or  E-mail,  George  Sample, 
Sample  News  Group,  (814)  643-0376,  or 
grsample@lazerlink.com. 


Independent  Press  Association  -  New  York 
seeks  a  proactive  SALES  person  and  MAN¬ 
AGER  for  allCAS  (All  Communities  Ad 
Service),  its  rapidly  growing  ad  placement 
service  for  ethnic  and  select  community 
newspapers  in  New  York  City.  Manage  all 
aspects  of  a  sales  operation,  including  set¬ 
ting  sales  goals,  generating  new  business, 
overseeing  reporting,  and  guiding  a  sales 
team  from  member  publications. 

Candidate  must  have  5  years  experience  in 
ad  sales,  (including  some  management), 
knowledge  of  financial  management,  com¬ 
puterized  and  other  administrative  systems 
related  to  sales,  comfort  conducting  re¬ 
search  related  to  building  a  sales  strategy 
and  the  ability  to  tram  and  guide  others  in 
the  art  and  science  of  ad  sales.  S/he  must 
be  able  to  work  in  a  collaborative  way  in  a 
nonprofit,  mission-oriented  environment  with 
people  of  many  backgrounds.  Experience 
with  ethnic  press  a  plus.  Bachelor's  degree. 
Competitive  salary  plus  commission,  full 
benefits.  Send  resume  and  cover  letter  to: 

Abby  Scher,  IPA-New  York 
143  West  29th  Street,  #901 
New  York,  NY  10001 
Or  Fax:  (212)239-8571 


Looking  for  an  ADVERTISING  DIRECTOR 
who  will  work  within  a  group  of  newspapers 
located  in  the  Rocky  Mountain  region.  The 
candidate  would  be  responsible  to  hire, 
tram,  evaluate  and  manage  salespeople  and 
sales  support  staff.  In  addition,  the  person 
m  this  role  will  manage  all  aspects  of  adver¬ 
tising  payroll,  incentives  and  compensation 
plans.  Developing  teamwork  and 
maintaining  employee  morale  are  also  key 
aspects  of  the  )0b.  We  are  looking  for  an  in¬ 
dividual  who  has  the  ability  to  grow  into  a 
publisher  position  within  our  organization. 
EOE.  Please  send  resume  and  cover  letter 
to: 

Box  3152,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY.  10003 


ADVT.RTISING 


NATIONAL  ADVERTISING  MANAGER 

The  Sacramento  Bee,  the  flagship  newspaper 
of  The  McClatchy  Company,  is  seeking 
a  National  Advertising  Manager  to  )om  our 
National  Advertising  team  and  coach  team 
members  to  develop  accounts  and  serve 
our  top  advertisers.  Our  top  candidate  will 
have: 

•  Minimum  5  years  newspaper  advertising 
management  experience  with  a  major 
newspaper 

•Excellent  leadership,  interpersonal,  and 
mobvational  abilities 

•  Ability  to  negotiate  large-volume 
contracts  and  design  customer-based 
agreements 

•  Ability  to  handle  deadlines,  excellent 
communication  skills 

•  College  degree  in  advertismg/marketmg 

•  Experience  with  developing  and 
delivering  outstanding  sales  presentations 

The  Bee's  daily  circulation  is  283,194;  Sun¬ 
day  IS  343,414.  The  Bee  is  ranked  fourth 
best  read  newspaper  among  the  top  fifty 
markets.  And,  The  Bee  is  located  in  one  of 
the  fastest  growing  areas  in  the  U.S. 

We  are  located  in  Northern  California  in  a 
beautiful  area  that  offers  city  or  country  living, 
close  proximity  to  San  Francisco  and 
Lake  Tahoe,  short  commutes,  and  affordable 
housing.  We  offer  a  competitive  salary 
and  bonus  structure  plus  an  extensive  bene¬ 
fits  package  including  fitness  and  childcare 
centers. 

Visit  us  at:  www.sacbee.com 
Please  E-mail  resume  and  cover  letter  to: 
resumes@sacbee.com 


CIRCl’IATION 


ACCOUNT  MANAGER 

USA  TODAY  IS  accepting  applications  for  a 
Circulation  Account  Manager  in  our  Cleveland 
office.  This  position  will  be  responsible 
for  selling  USA  TODAY  to  education,  health¬ 
care,  hotel  and  retail  accounts  within  a  de¬ 
fined  area.  The  ideal  candidate  will  have  2-5 
years  sales  experience,  college  degree,  PC 
experience,  professional  presentation  skills 
and  be  able  to  travel  within  the  OHIO  area. 
Starting  salary  commensurate  with  experi¬ 
ence,  plus  bonus  and  excellent  benefits. 
E-mail  resume  with  cover  letter  and  salary 
requirements  to  dethotel@usatoday.com 
attn  AM  or  mail  to:  AM,  USA  TODAY,  49140 
Wixom  Tech  Drive,  Wixom,  Ml  48393.  EOE 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


CIRCULATION 


CIRCULATION/DIRECT  MAIL  MANAGER 

Opportunity  for  circulation  manager  with  di¬ 
rect-mail  subscription  sales  experience. 
Manage  department  at  respected  38,000 
agriculture  newspaper.  Write  copy,  plan 
and  coordinate  large  mailings.  Supervise 
field  agents.  Some  travel  in  OR,  WA,  CA,  ID. 
Excellent  benefits..  Healthy,  friendly  Oregon 
community.  Resume,  goals,  current  salary 
to  General  Manager.  P.O.Box  2048,  Salem, 
OR  97308.  mobrien@capitalpress.com 


CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Observer-Dispatch  is  seeking  a  Circula¬ 
tion  Sales  and  Marketing  Manager  to  be  re¬ 
sponsible  for  increasing  market  penetration 
and  meeting  circulation  volume  and  revenue 
goals. 

Five  years  of  circulabon  and  sales  experience 
as  well  as  sound  people  and  organizational 
skills  required.  Marketing  or  other  ex¬ 
perience  preferred. 

Please  apply  to: 

Observer-Dispatch,  Attn:  Human  Resources 
221  Oriskany  Raza,  Utica,  NY  13501 
E-mait:  rprocida@utica.gannett.com 


CIRCULA-nON 


SINaE  COPY  RETAIL  SALES  MANAGER 
The  Herald-Tribune,  a  New  York  Times 
Company  newspaper  in  Sarasota,  Florida  is 
seeking  applicants  to  compete  for  the  Retail 
Sales  Manager  position  in  Circulation. 
This  newly  created  position  will  be  responsi¬ 
ble  for  all  facets  of  single  copy  sales  and 
operations  including  distribution,  merchan¬ 
dising,  client  relations,  collections  and  infor¬ 
mation  management.  This  individual  will 
also  be  responsible  for  new  business  devel¬ 
opment  and  Third  Party  Sales  initiatives. 
The  successful  candidate  must  have  the 
ability  to  manage  multiple  tasks  in  a 
fast-paced,  competitive  marketplace  and  to 
achieve  business  results  through  independent 
contractors.  The  position  reports 
to  the  Circulation  Director  and  involves  man¬ 
aging  and  developing  a  motivated  team  of 
field  managers.  Three  to  five  years  of  sales 
force  management  or  similar  experience  is 
preferred.  Looking  for  applicants  who  em¬ 
brace  diversity,  produce  circulation  results 
and  achieve  financial  business  objectives. 
Interested  candidates  should  send  resume 
with  cover  letter  to: 

Tony  Mineart,  Circulation  Director 
Sarasota  Herald-Tribune 
801  S.  Tamiami  Trail.  Sarasota,  FL  34236 
E-mail:  tony.mineart@heraldtribune.com 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industrif's - 

- meeting  place. - 


CHECK  OUT 
THE  NEW  E&P 
ONLINE  CAREER  CENTER 

•  Help  Wanted 

•  Wall  Street  Journal  articles  focusing 
on  career  related  topics  (NEW) 

•  Resume  Database  -  Fully  searchable 
bank  of  over  5,000  resumes  (NEW) 

The  E&P  Online  Career  Center  will  help 
employers  and  job  candidates  find  each  other! 

ivww.  editorandpublisher.  com 


-CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublishe  com - 
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-HELP  WANTED- 


EDITORIAL 


ASSISTANT  METRO  EDITOR 
Major  stories  seem  to  come  every  day  at 
The  Ann  Arbor  News.  Affirmative  action 
cases  that  will  set  the  precedent  for  college 
admissions  nationwide.  A  possible  link  be¬ 
tween  a  local  Muslim  group  and  the  Sep¬ 
tember  11  terrorists.  We  are  looking  for  an 
assistant  metro  editor  to  join  our  team  to 
handle  breaking  news  as  well  as  hard-hitting 
enterprise.  We  offer  an  excellent  salary  and 
benefits  package  and  are  an  equal  oppor¬ 
tunity  employer.  Please  send  a  resume  and 
copies  of  the  five  best  stories  you’ve  edited 
to  Tom  Krisher,  metro  editor,  The  Ann 
Arbor  News,  340  E.  Huron  Street,  P.O.  Box 
1147,  Ann  Arbor,  Ml  48106. 


COPY/LAYOUT  EDITOR 
The  Gardner  News  is  seeking  a  full-time,  ex¬ 
perienced  copy/layout  editor  for  a  pivotal 
position  on  our  news  desk.  The  person  we 
are  seeking  must  have  at  least  three  to  five 
years  on  a  daily  newspaper  as  a  copy 
editor,  and  experience  in  laying  out  attractive 
news  pages,  preferably  using 
QuarkXPress  and  Photoshop.  The  ideal  can¬ 
didate  must  have  a  flair  for  writing 
headlines,  with  an  eye  for  accuracy  and  bal¬ 
ance.  Salary  is  based  on  experience.  The 
Gardner  News  offers  an  excellent  benefits 
package.  Send  resume,  cover  letter  and 
several  writing  and  layout  samples  to: 

Alberta  Saffell  Bell,  Publisher 
The  Gardner  News 
309  Central  Street,  P.O.  Box  340 
Gardner,  MA  01440 
Or  Fax  (978)  630-1346 


EDITORIAL. 


EDITOR 

Family  owned,  daily  newspaper  seeks  editor 
to  lead  newsroom.  Newspaper  is  located  in 
town  that  is  home  to  major  university  and 
thriving  medical  complex.  Voted  as  one  of 
nation’s  best  small  cities.  Will  work  with 
publisher  who  is  part  owner.  Applicant  must 
have  thirst  for  community-minded  journalism 
and  possess  a  compassionate  leadership 
style.  Also  must  be  able  to  work  well  with 
other  department  heads.  Newspaper  has 
circulation  of  19,000  daily  and  23,000  Sun¬ 
day.  If  interested,  please  send  resume  and 
cover  letter  explaining  why  you  would  be 
the  best  candidate  to  Dave  Raese, 
Publisher,  The  Dominion  Post,  1251  Earl 
Core  Road,  Morgantown,  WV  26505. 

EXPERIENCED  NEWS  REPORTER  sought  for 
36,000  daily/40,000  Sunday  newspaper  in 
a  thriving  waterfront  community.  The  Bay 
City  Times  is  at  the  gateway  to  northern 
Michigan,  yet  only  an  hour  from  suburban 
Detroit,  and  covers  an  area  rich  in  political, 
environmental,  social  and  recreational 
topics.  We’re  looking  for  an  aggressive  dig¬ 
ger  who  has  demonstrated  an  ability  to  en¬ 
terprise  stories.  At  least  two  years  experi¬ 
ence  at  a  daily  newspaper  is  preferred.  Im¬ 
press  us  with  your  drive  and  storytelling 
ability,  and  we’ll  reward  you  with  a  collabo¬ 
rative  newsroom  environment  and  competi¬ 
tive  pay  and  benefits.  Send  a  cover  letter, 
resume  and  six  clips  to: 

John  Miner,  Metro  Editor 
The  Bay  City  Times 
31 1  Fifth  Street,  Bay  City,  Ml  48708 

No  phone  calls,  please 


EDITORIAL 


MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
its  papers  in  Cleveland  and  Kansas  City. 
We’re  searching  for  candidates  who  have  a 
fine  touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists.  Applicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-to<lay  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feature  stories.  Exceptional 
writing  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  competitive 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  80217 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  staff  writers  at  its  papers  in 
Phoenix,  Houston  and  Ft.  Lauderdale.  If  you 
understand  the  difference  between  maga¬ 
zine-style  reporting  and  the  hurried  fact-find¬ 
ing  of  daily  papers,  if  your  copy  is  as  much 
a  pleasure  to  read  as  it  is  well  researched, 
we  want  to  hear  from  you.  Qualified  candi¬ 
dates  will  be  able  to  create  in-depth,  com¬ 
pelling  stories  that  explore  the  issues, 
events  and  personalities  of  their  community. 
New  Times  publishes  magazine-style 
weekly  newspapers  covering  local  news, 
politics,  arts  and  music  in  Phoenix,  Denver, 
Miami,  Dallas,  Houston,  San  Francisco,  Ft. 
Lauderdale,  Cleveland,  St.  Louis,  Kansas 
City  and  Oakland.  We  offer  competitive  sal¬ 
aries  and  benefits.  Qualified  applicants 
should  send  cover  letter,  resume  and  clips 
to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


National  healthcare  organization  seeking  an 
experienced,  Washington,  D.C., -based 
FREELANCE  CORRESPONDENT  to  re¬ 
port/analyze  legislative,  regulatory  and 
health  policy  issues  for  monthly  news  maga¬ 
zine.  Bachelor’s  degree  in  journalism,  com¬ 
munications  or  a  related  field  and  a  solid 
track  record  writing  for  news  media 
required.  Send  resume,  news  clips  and 
rates  to  Pat  Speer,  News  Publications  Man¬ 
ager,  American  Society  of  Plastic  Surgeons, 
444  E.  Algonquin  Rd.,  Arlington  Heights,  IL 
60005;  (847)  228-3332. 

Ps@plasticsurgery.org 


FINANCE 


The  Yakima  Herald-Republic  has  a  career 
opportunity  for  a  BUSINESS  MANAGER  at 
an  award  winning  40,000  daily  newspaper 
in  central  Washington  state.  Provides  per¬ 
formance  driven  leadership  to  the  business 
office,  credit  manager  and  data  center. 
Manages  the  company’s  daily  accounting 
functions  and  assists  the  publisher  in  pre¬ 
paring  annual  operating  budgets  and  planning 
capital  projects.  We  are  a  member  of 
The  Seattle  Times  group  and  an  equal  op¬ 
portunity  employer.  Accounting  degree  and 
CPA  certificate  required;  newspaper  experi¬ 
ence  preferred.  Send,  fax  or  E-mail  a  resume 
and  cover  letter  to:  Kay  Gause,  Human  Re¬ 
sources  Director,  Yakima  Herald-Republic, 
P.O.  Box  9668,  Yakima,  WA 
98909.  E-mail  kgause@yakima-herald.com 
or  FAX  to:  (509)  577-7722. 

Visit  our  web  site  at: 
yakima-herald.com 


INFORMATION  SYSTEMS 


NEWSPAPER  IS  MANAGER  to  lead  staff  of  3 
in  N.  CA  foothills.  Request  job  description, 
send  resume,  references  and  salary  re¬ 
quirements  to:  C  Thomas.  Auburn  Journal, 
P.O.  Box  5910,  Auburn,  CA  95604  or: 
cindyt@goldcountrymedia.com  EOE. 


MARKET  DEVELOPMENT 


VP  OF  MARKET  DEVELOPMENT 
The  Cincinnati  Enquirer  seeks  a  VP  of  Market 
Development  who  is  an  experienced 
marketing  professional  to  serve  as  the  chief 
market-planning  executive  for  the  newspaper, 
online  services  and  other  products. 
The  VP  will  work  with  all  departments  to  de¬ 
velop  and  execute  strategic  plans  to  increase 
circulation  and  advertising  sales,  improve 
customer  satisfaction/retention,  increase  on¬ 
line  audience  and  frequency  of 
use,  increase  print  readership  and  broaden 
the  company’s  customer  base.  This 
position  IS  an  integral  part  of  the  newspaper’s 
Operating  Committee. 

QUALIFICATIONS: 

A  Bachelor’s  or  Master’s  degree  in  marketing 
(or  equivalent  combination  of  education 
and  experience)  with  a  minimum  of  ten 
years  marketing  experience  with  at  least 
five  years  senior  managerial  experience 
preferably  in  a  newspaper  environment  re¬ 
quired.  Candidate  must  possess  strong 
leadership  abilities  and  excellent  marketing 
skills,  including  strengths  in  analysis,  strate¬ 
gic  planning,  creative  development,  market¬ 
ing  communications,  and  developing  strate¬ 
gic  alliances.  Qualified  candidates  will  have 
proven  knowledge  of  advertising  and  circu¬ 
lation  marketing  as  well  as  the  ability  to 
quickly  develop  knowledge  of  the  communi¬ 
ty’s  history,  culture  and  businesses. 

Please  submit  resumes  to  the  Human  Re¬ 
sources  Department,  The  Cincinnati  Enquirer, 
312  Elm  Street,  Cincinnati,  OH 
45202  or  Fax  it  to  (513)  768-8210.  You 
can  also  E-mail  your  resume  to 
hr@enquirer.com.  EOE 


DIRECTOR 

Reynolds  National  Center 
For  Business  Journalism 
at  the  American  Press  Institute 
The  newly  created  Donald  W.  Reynolds  Na¬ 
tional  Center  for  Business  Journalism  at  the 
American  Press  Institute  seeks  a  director  to 
administer  a  three-year  project  to  elevate 
the  quality  of  business  reporting  and  editing 
nationwide.  Responsibilities  will  include  hiring 
and  leading  a  staff,  conducting  regional 
business  journalism  training,  developing  a 
Web  site  that  will  inform  and  inspire  business 
journalists,  and  writing  for  trade  journals  and 
making  industry  appearances  as 
an  advocate  for  quality  business  journalism. 
Applicants  should  have  a  college  degree  or 
equivalent  experience,  at  least  five  years’ 
experience  in  daily  business  journalism, 
preferably  across  multiple  platforms,  and  a 
demonstrated  record  of  success  as  a  man¬ 
ager  and  leader.  API,  an  equal  opportunity 
employer,  offers  a  competitive  salary  com¬ 
mensurate  with  experience  and  a  full  benefits 
package.  Please  submit  a  cover  letter 
and  a  resume  with  salary  requirements  to: 

Reynolds  Business  Center  Director  Search 
American  Press  Institute 
1 1690  Sunrise  Valley  Drive 
Reston,  VA  20191 
jobs@americanpressinstitute.org 
No  phone  calls,  please 


'.\n  should  foric  you  to  understand,  to 
feel.  .-Lml  \et  HoIIusxkkI  has  setiueed  us  ; 
into  Ix-lieving  that  tlie  only  things  that  ; 
matter  are  those  tliat  free  us  from  the  tlol- 
tlrums  of  our  life." 

-l>anny  lilover,  actor.  hW  ] 


INFOGRAPHIC  ARTIST 

The  News  &  Observer  in  Raleigh,  NC,  is 
seeking  a  creative,  energetic  and  talented 
infographic  artist  who  is  capable  of  producing 
strong  page  one  infographics  under  the 
pressure  of  deadline,  working  on  weekend 
and  project  infographics  with  limited  super¬ 
vision  and  actively  participating  in 
newsroom  brainstorming  about  upcoming 
daily,  enterprise  and  weekend  packages. 
We’re  a  McClatchy  newspaper  with  a  daily 
circulation  of  170,000  daily  and  208,000 
on  Sunday.  Send  resume,  references  and 
work  samples  to:  Infographics  Job,  c/o 
John  Drescher,  Managing  Editor,  The  News 
&  Observer,  215  S.  McDowell  Street,  Raleigh, 
NC  27602. 

MANAGING  EDITOR  needed  for  an  exciting 
opportunity  with  a  start-up  community  daily 
in  Western  Colorado.  Ideal  candidate  must 
have  experience  in  reporting,  editing,  staff 
management,  page  layout  and  electronics 
pagination.  Interviewing  candidates  now  for 
a  May  1st  launch.  FAX  your  resume  to: 

(970)  2434224  or  CALL  between  hours  of 
9a.m.  and  11a.m.  Monday-Fnday  at: 

(970)  243-2200 

MANAGING  EDITOR/PAGE  DESIGNER  to 
lead  news  staff  at  group  of  five  weekly 
community  newspapers  in  Thumb  area  of 
Michigan.  Salary  S25-35K  depending  on  ex¬ 
perience.  Competitive  benefits,  growth  op¬ 
portunities  with  large  regional  newspaper 
company.  Send  resume  and  cover  letter  to 
Mike  Murphy,  Publisher,  The  Huron  County 
Press,  110  E.  Huron  Avenue,  Bad  Axe,  Ml 
48413.  Or  E-mail: 

mike.countypress@echoicemi.com 


EpiTOR6?PlBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  188w 
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-HELP  WANTED- 


_ PHOTOGRAPirV _ 

PHOTO  EDITOR 

The  Columbian,  an  award  winning  52,000 
family  owned  daily  In  Vancouver,  WA.  is 
looking  for  a  motivated,  imaginative  photo 
editor.  Located  )ust  across  the  river  from 
Portland,  Or.,  living  here  means  you're  in 
the  beautiful  Northwest  with  scenic  views  of 
Mt.  St.  Helens  and  Mt.  Hood. 

The  successful  candidate  will  not  only  be 
able  to  move  a  quality  photo  staff  to  new 
heights  but  will  be  able  to  work  very  well 
with  other  editors  to  bring  meaning,  rele¬ 
vance  and  pizzazz  to  the  paper. 

Four-year  college  degree  and  some 
newsroom  management  experience  required. 
The  successful  candidate  will  also 
be  able  to  deliver  photo  driven  special  proj¬ 
ects  and  well  as  daily  meaning  to  our 
stories. 

The  Columbian  offers  a  competitive  benefit 
package,  profit  sharing  and  401(k)  plan, 
plus  22  paid  days  off  annually. 

Send  resume,  cover  letter  including  salary 
expectations  to  Human  Resources,  The  Co¬ 
lumbian,  P.O.  Box  180,  Vancouver,  WA 
98666.  EOE. 


PRODUCTION/TECH 


DIRECTOR  OF  OPERATIONS 
A  major  publishing  company  located  in  De¬ 
troit,  Ml  has  an  immediate  opening.  This  po¬ 
sition  IS  part  of  the  senior  operating  man¬ 
agement  team  and  reports  to  the  COO.  Re¬ 
sponsibilities  include  managing  all  aspects 
of  our  production  business  from  prepress 
to  distribution;  manage  prepress,  inserting, 
printing  and  distribubon  of  a  27-Zone  product 
with  a  circulation  of  270,000;  inserting 
volume  exceeds  7.5  million  pieces  per  mon¬ 
th;  willingness  and  ability  to  lead  a  multi¬ 
faceted  operation  in  the  21st  Century  and 
attain  a  high  standard  of  performance.  Must 
have  5-f  years  experience  as  a  Production 
Manager  or  number  2  in  a  multi-zoned  envi¬ 
ronment. 

Salary  is  commensurate  with  experience 
and  contains  an  attractive  full  benefit  pack¬ 
age.  Send  resume  to: 

Box  3293,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


MANAGER  OF  PRINT  OPERATIONS 
7  day  mid  size  morning  newspaper  in  south¬ 
east  has  immediate  opening  for  Manager  of 
Print  Operations.  Qualified  applicants  should 
have  strong  printing  experience  in  a  daily 
newspaper  environment,  solid  background 
in  commercial  printing  and  a  strong  commit¬ 
ment  to  quality.  Strong  analytical  skills  and 
the  desire  to  embrace  new  technology  that 
will  enhance  revenue  growth  is  required. 
Excellent  salary,  bonus,  benefits  and  relo- 
cabon  package. 

Send  resume  to: 

Box  3300,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York.  NY  10003 


PRODUCnON/TECH 

PRESS  OPERATIONS  MANAGER 
Responsibilities  include  managing  the  daily 
activities  of  the  press  and  imaging  operabons 
to  produce  daily  publications.  Will  assist  in 
planning,  developing,  implementing 
and  managing  programs  that  produce  im¬ 
mediate  and  long-range  strategies,  operabng 
plans  and  budgets.  Will  measure  perfor¬ 
mance  against  objectives  and  identify  devia- 
bons  from  plan.  Requires  undergraduate  de¬ 
gree  in  graphic  arts,  producbon  management 
or  equivalent  related  work  experience. 
Prefer  at  least  seven  years  experience  in 
the  newspaper  industry  and  four  years  of 
press  management  experience.  Strong  ana¬ 
lytical,  organizational  and  management 
skills  a  must. 

We  are  the  Hampton  Roads  subsidiary  of 
Tribune  Company,  offering  a  very  compebtive 
salary  and  excellent  benefits  package. 
Please  send  your  resume  and  salary  re¬ 
quirements  to  The  Dally  Press,  Inc.,  Attn: 
HR,  7505  Warwick  Boulevard,  Newport 
News,  VA  23607.  Fax:  (757)  247-7884. 
E-mail:  resumes@dailypress.com.  EOE 


ART/GRAPH  ICS 


PaiTICAL  CARTOONIST  SEEKS  WORK 
Experienced  (lO-i-  years)  cartoonist  seeks 
fulFbme  or  freelance  posibon. 
Relocabon  considered.  (Contact  Paul: 
nobaconic@aol.com 

_ ClRCUIA'nON _ 

CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distnbubon  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 

_ EDITORIAL _ 

SUCCESSFUL  REVIEWER  seeking  movie 
and/or  W  cribc  posibon.  Midwest  newspaper 
movie  cribc  9  years.  Presenby  having 
fun  reviewing  on  ESPN  radio  in  Las  Vegas. 
Book:  “Voices  from  bie  Set." 
TonyMacklin@webtv.net 
(702)  2540287 


-INDUSTRY  SERVICES- 


■ADVT^RTISING  SERVICES 

MAKE  AD  REVENUES  S.O.A.R.  in  2003! 
S.O.A.R.  IS  bie  new  program  for  maximizing 
people  potenbal  &  results 
www.TheSOARworkshop.com  24  hr  Msg.: 
l-(800)  318-9787  Ext.  2403 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 


also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

1 2  weeks  . 

. $  7.25 

26  weeks  . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenivise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager 

per  inch,  per  insertion.  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

. $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

. $  104 

4  weeks  . 

.  $124 

52  weeks  . 

. $  98 

ORDERS  AND  PAY  M  E  ‘ . 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check.  VISA,  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name.  2.  Company,  3.  Mailing  Address,  4.  Phone.  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  wvvw.editorandpublisher.com 

Please  contact  us  for;  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MK>tEL£  MACMAHON  (  EMPLOYMENT  -  CENTRAL  ♦  WESTERN  US.) 
mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  >  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 


www.editorandpublisher.com 
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OPINION 


Haunting  U.S.,  still 

THE  6H01  OF  O/H 

If  only  one  in  six  Americans  know  that  none  of  the  19  hijackers 
was  an  Iraqi,  then  newspapers  have  some  explaining  to  do 

Thousands  of  American  soldiers  have  marched 
into  Iraq,  bombs  are  falling,  and  oil  fields  are  ablaze. 
After  the  shooting  stops,  press  attention  probably  will 
focus  on  our  pursuit  of  Saddam  Hussein’s  henchmen, 
our  search  for  hidden  stocks  of  weapons  of  mass 
destruction,  and  our  “securing  the  peace”  for  a  democratic  Iraq.  But 
when  the  war  dies  down,  editors  and  media  analysts  should  catch 
their  breath  and  ask  themselves:  How  much  did  press  coverage  (or 
lack  of  coverage)  contribute  to  the  public  backing  for  a  pre-emptive 
invasion  without  the  support  of  the  United  Nations? 


When  it  came  down  to  crunch  time,  the 
American  people  —  as  evidenced  by 
opinion  polls  conducted  after  President 
Bush’s  ultimatum  to  Saddam  on  March  17 
—  supported  the  attack  by  about  a  2-to-l 
margin.  Some  of  this  reflected  the  usual 
rallying  ’round  the  flag  that  accompanies 
every  war,  but  the  truth  is,  Bush  always  had 
strong  (if  nervous)  popular  support. 

This  support  in  the  polls  long  perplexed 
ardent  critics  of  U.S.  policy,  who  pointed 
out  that  the  public  rallied  to  the  war  even 
though,  according  to  the  most-recent 
surveys,  a  vast  majority  of  our  citizens 
believed  that  the  attack  would  increase, 
not  decrease,  the  terrorist  threat  and 
would  hurt,  not  help,  our  economy. 

So,  what  motivated  Americans  to  back 
their  president  throughout  the  winter  of 
discontent  —  when  much  of  the  rest  of 
the  world  strongly  disagreed  with  the 
need  for  war  now? 

Of  course,  there  were  many  reasons, 
ranging  from  partisan  politics  to  genuine 
hatred  and  fear  of  the  evil  Saddam.  But 
there  was  another  key  factor:  Somehow, 
despite  the  media’s  exhaustive  coverage  of 
the  post-9/ll  world  and  the  Saddam  threat, 
a  very  large  segment  of  the  American 
public  remained  un-  or  misinformed 
about  key  issues  related  to  the  Iraqi  crisis. 
Let’s  look  at  a  few  recent  polls. 

In  a  Jan.  7  Knight  Ridder/Princeton 


Research  poll,  44%  of  respondents  said 
they  thought  “most”  or  “some”  of  the  Sept. 
11,  2001,  hijackers  were  Iraqi  citizens.  Only 
17%  of  those  polled  offered  the  correct 
answer:  none.  This  was  remarkable  in  light 
of  the  fact  that,  in  the  weeks  after  9/11,  few 
Americans  identified  Iraqis  among  the 
culprits.  So  the  level  of  awareness  on  this 
issue  actually  plunged  as  time  passed.  Is  it 


possible  the  media  failed  to  give  this 
appropriate  attention? 

In  the  same  sample,  41%  said  that 
Iraq  already  possessed  nuclear  weapons, 
which  not  even  the  Bush  administration 
claimed.  Despite  being  far  offbase  in 
crucial  areas,  66%  of  respondents  claimed 
to  have  a  “good  understanding”  of  the 
arguments  for  and  against  going  to  war 
with  Iraq. 

Then,  a  Pew  Research  Center/Council  on 
Foreign  Relations  surv'ey  released  Feb.  20 
found  that  nearly  two-thirds  of  those  polled 
believed  that  U.N.  weapons  inspectors  had 


"found  proof  that  Iraq  is  tiying  to  hide 
weapons  of  mass  destruction.”  Neither 
Hans  Blix  nor  Mohamed  ElBaradei  ever 
said  they  found  proof  of  this. 

The  same  survey  found  that  57%  of  those 
polled  believed  Saddam  Hussein  helped 
terrorists  involved  with  the  9/11  attacks,  a 
claim  the  Bush  team  had  abandoned.  A 
March  7-9  New  York  Times/CBS  New's  Poll 
showed  that  45%  of  interview’ees  agreed 
that  “Saddam  Hussein  was  personally 
involved  in  the  Sept.  11  terrorist  attacks,” 
and  a  March  14-15  CNN/ USA  Today/ 
Gallup  poll  found  this  apparently 
mistaken  notion  holding  firm  at  51%. 

The  significance  of  this  is  suggested  by 
the  finding,  in  the  same  survey,  that  32%  of 
those  supporting  an  attack  cited  Saddam’s 
alleged  involvement  in  supporting  terrorists 
as  the  “main  reason”  for  endorsing  invasion. 
Another  43%  said  it  was  “one  reason.” 

Knowing  this  was  a  crucial  element  of 
his  support  —  even  though  he  could  not 
prove  the  9/11  connection  —  the  president 
nevertheless  tried  to  bolster  the  link.  Bush 
mentioned  9/11  eight  times  during  his 
March  6  prime-time  news  conference, 
linking  it  with  Saddam  Hussein  “often  in 
the  same  breath,”  Linda  Feldmann  of  The 
Christian  Science  Monitor  observed  last 
week.  “Bush  never  pinned  the  blame  for 
the  [9/11]  attacks  directly  on  the  Iraqi 
president,”  Feldmann  wrote.  “Still,  the 
overall  effect  was  to  reinforce  an 
impression  that  persists  among  much 
of  the  American  public.” 

Carroll  Dohertv',  editor 
of  the  Pew  Research 
Center,  told  me  last  week: 
“It’s  verv'  rare  to  find  a 
perception  that’s  been  so 
disputed  by  e.xperts  yet 
firmly  held  by  the  public. 
There’s  almost  nothing 
the  public  doesn’t  believe 
about  Saddam  Hussein.” 

The  question,  again,  is:  Did  the  press  do 
a  solid  enough  job  in  informing  the  public 
about  the  key  contested  issues? 

“If  the  U.S.  war  against  Iraq  goes  well, 
then  the  Bush  administration  is  likely 
not  to  face  questions  about  the  w  ay  it 
sold  the  war,”  Feldmann  conceded.  “But 
if  w  ar  and  its  aftermath  go  badly,  then 
the  administration  could  be  under  fire.” 
Newspapers  could  be,  too. 

Now  that  the  prewar  march  is  behind 
us,  let’s  hope  the  press  does  a  better  job 
of  informing  Americans  in  a  post-Saddam 
world.  SI 


BY  ARI  BERMAN 


Did  the  press  do  a 
solid  enough  job  in 
informing  the  public 
about  key  contested 
issues  before  Persian 
Gulf  War  II? 
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{continued  from  page  20} 
Publications,  including 
the  North  County  Times  in 
Escondido.  Even  though 
Howard  set  it  back  $694 
million,  Lee  has  the  ability 
to  buy  more.  “A  lot  of  those 
newspapers  would  fit  our 
acquisition  strategy,  so  we 
plan  to  take  a  look  at  it,” 
Lee  spokesman  Daniel  K. 
Hayes  says. 

In  Colorado,  Media- 
News  could  have  com¬ 
petition  from  its  Denver 
joint-operating-agreement 
partner,  the  E.W.  Scripps 
Co.,  for  The  Gazette  in 
Colorado  Springs, 
Freedom’s  No.  2  paper. 

Freedom’s  Texas  papers 
also  could  invite  interest 
from  Scripps,  which 
publishes  a  daily  75  miles 
from  Odessa,  or  the  Morris 
Communications  Co.  LLC, 
which  has  two  papers 
within  200  miles.  The 
biggest  player  in  Texas  is 


THE  yfONlTOE 


parents 


THE7^TEl.EGR^jl 
'  ‘“'.T;”',.,. z:  HailMt  tirjiU  " 
ittNvM  rapM  I 


Hearst,  though,  which  could  gain  operat¬ 
ing  efficiencies  from  owning  Freedom’s 
papers,  which  are  near  its  dailies  in  San 
Antonio,  Midland,  and  Laredo. 

In  Missouri,  one  of  four  states  where 
Freedom  has  a  stand-alone  daily,  Knight 
Ridder  and  Pulitzer  Inc.  could  fight  over 
The  Sedalia  Democrat,  which  lies  just 
outside  the  Kansas  City  area  —  if  Gannett 
doesn’t  get  there  first.  Another  Missouri 
publisher,  Morris,  also  could  be  a  player. 

The  two  southern  Illinois  dailies 
might  have  a  number  of  possible  bidders, 
including  nearby  operators  Copley  Press 
Inc.  or  Pulitzer.  Lee,  which  gained  four 
Illinois  papers  as  part  of  its  Howard 
deal,  also  could  be  interested,  as  could 
Birmingham,  Ala. -based  Community 
Newspaper  Holdings  Inc.,  which  has 
been  on  the  hunt  for  15,000-to-50,000- 
circulation  papers.  “I  think  we  probably 
have  interest  in  some  of  the  papers  Free¬ 
dom  has,”  says  Mike  Reed,  CEO  of  CNHI. 

Reed  likely  has  looked  at  Indiana, 
where  Freedom’s  lone  daily  there  is  sand¬ 
wiched  between  Gannett  and  CNHI  clus¬ 
ters  to  the  north  and  south,  respectively. 

Another  stand-alone  daily,  in  north¬ 
western  Ohio,  lies  in  Gannett  territory, 
but  also  could  fit  with  the  Ohio-based 
Brown  Publishing  Co.,  a  family-owned 
outfit  that  has  been  an  active  buyer  lately 
in  Ohio  and  elsewhere.  Cox  Enterprises 


Inc.,  while  still 
digesting  previ¬ 
ous  acquisitions, 
also  could  be 
interested  in 
Lima,  which 
lies  north  of  its 
Springfield  and 
Dayton  dailies. 

Going  strictly 
by  geography, 
Gannett,  with 
Pensacola  to  the 
west,  and  Knight 
Ridder,  with 
Tallahassee  to  the 
east,  seem  the 
most  logical  bid¬ 
ders  for  Freedom’s 
two  Florida 
Panhandle  papers, 
although  publisher 
and  broadcaster 
Media  General 
Inc.  also  could  see 
an  opportunity 
there  to  expand 
its  Southeastern 
footprint. 

All  three  chains  could  meet  again  in 
North  Carolina.  Freedom’s  Shelby  and 
Gastonia  papers  lie  betwixt  and  between 
Gannett,  Knight  Ridder,  and  Media 
General  territories.  Landmark  Commu¬ 
nications  Inc.  is  a  potential  bidder  for 
the  Burlington  property,  neighbor  to  its 
90,432-circulation  News  &  Record  in 
Greensboro.  Jacksonville  and  Kinston 
could  be  attractive  to  McClatchy,  parent 
of  The  News  Cf  Observer  in  Raleigh. 

Going  xcithout  air? 

Between  publishers  seeking  cross¬ 
ownerships  with  TV  (anticipating  a  relax¬ 
ing  of  federal  ownership  rules)  and  news¬ 
paper  companies  that  want  to  build  or 
expand  TV  businesses,  AdMedia’s  Wrubel 
predicts  a  “feeding  frenzy”  for  Freedom’s 
TV  stations,  individually  or  together. 

With  three  ABC  and  five  CBS  affiliates, 
the  group  as  a  whole  “is  pretty  attractive,” 
agrees  Thomas  J.  Buono,  chairman  and 
CEO  of  BIAfh,  a  media  investment  bank 
and  consultancy,  who  estimates  the 
division  could  fetch  $500  million  to 
$600  million.  Broadcast  companies 
looking  to  expand  their  holdings  also 
rate  as  possible  contenders,  with  Lin  TV 
Corp.  being  an  analyst  favorite. 

Another  possibility  is  that  multiple 
buyers  will  carve  up  the  company  among 
themselves  and  make  a  single  bid  for  it,  a 


trend  among  private-equity  firms  that  are 
pooling  their  cash  and  spreading  their 
risk  with  joint  bids,  says  Bear,  Steams  & 
i  Co.  newspaper  analyst  Kevin  Gruneich. 
i  “It  makes  it  easier  to  finance,  and  reduces 
the  auction  competition,”  he  says,  adding, 
“I  suspect  there’s  a  lot  of  conversations 
going  on  between  parties.” 

One  possibility:  A  deal  between 
Gannett  and  MediaNews,  which  are 
linked  by  an  existing  partnership  that 
manages  some  of  their  newspapers  in 
California  and  a  new  one,  announced 
March  17,  to  operate  their  Texas  and  New 
Mexico  papers.  Alternatively,  Freedom 
could  accept  a  bid  for  its  TV  stations, 
raising  enough  money  to  buy  out 
j  disgruntled  shareholders  and  —  surprise, 

'  surprise  —  retain  the  newspapers. 

Tim  Hoiles  has  said  the  decision  to 
solicit  bids  was  a  market-driven  way  to 
decide  the  value  of  the  company  that’s 
in  keeping  with  the  founder’s  libertarian 
principles.  But  any  sale  must  be 
approved  by  Freedom’s  80  or  so 
shareholders,  who  also  care  about 
other,  nonfinancial  values  and  aren’t 
obligated  to  take  the  highest  bid.  “I  think 
there  are  a  majority  of  shareholders  that 
wish  to  sell,  but  there  are  a  number  that 
don’t  want  to,”  notes  Barletta. 

Shaw  says  that  while  “credibility”  is 
always  an  issue,  “the  only  offers  come 
from  substantial  and  credible  buyers.” 

;  In  the  end,  only  the  shareholders  know 
which  values  theyll  exercise  if  and  when 
Freedom’s  future  comes  to  a  vote.  11 
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DISPATCHES 

Postcards  from  the  edge  of  Iraq 

Women  at  the  front  share  their  eocperiences  before  the  start  of  the  war 


Many  female  photographers  are  also  in  the  line  of  fire.  Laura  Rauch  of  The  Associated  Press 
took  this  shot  of  four  photographers  and  a  U.S.  Marine  during  a  wicked  sandstorm  in  Kuwait. 


'<  Women  have  long  covered  wars,  from 
'  Rebecca  West  and  Nellie  Bly,  through 
Martha  Gellhom  and  Margaret  Bourke- 
White,  to  Gloria  Emerson  in  Vietnam.  But 
no  war  in  American  history  has  seen  as 
many  women  with  the  troops  —  and  on 
j  the flight  decks  —  as  the  current  attack  on 
Iraq.  Among  the  hundreds  of  “embedded  ” 
i  journalists  in  the  war  zone  are  a  large 
\  number  of  female  reporters  and  photog¬ 
raphers from  the  US.  press.  Among  them 
j  are  two  Associated  Press  reporters  who  are 
xoith  units  at  the front  lines  of  the  invasion. 
Before  the  battle  began,  they  filed  vignettes 
\  of  their  personal  experiences  in  the  desert. 

Kimberly  Heeling 
With  the  Army’s  101st  Airborne  Division 
at  Camp  New  Jersey,  Kuwait: 

MAGINE  SETTING  UP  A  TENT  IN  YOUR 
backyard  sandbox,  placing  blowing 
fans  on  each  side  of  it,  and  then 
moving  in  to  live  and  work  in  the  sea  of 
dust.  That’s  what  it’s  like  here  in  the 
desert  of  Kuwait.  Only  you  are  not  alone. 
Not  ever.  And  you  don’t  have  the  luxury 
to  go  inside  for  indoor  plumbing  or  long, 
hot  showers. 

I  share  a  tent  with  20  field-sawy 
female  soldiers  who  have  taught  me  tricks 
of  the  trade,  like  don’t  turn  your  laundiy 
in  at  the  free  laundry-service  tent.  (I 
unfortunately  didn’t  follow  their  advice, 
and  now  most  of  my  clothes  are  missing.) 

They’ve  maintained  their  sense  of 
humor  in  the  Army  even  after  enduring 
many  encounters  like  the  one  I  had  my 
first  morning  here  after  I  stayed  in  the 
trailer  housing  the  showers  a  minute  past 
!  I  6:30  a.m.  —  the  end  of  the  early-morning 
women’s  shower  hour.  “It’s  6:30,”  a  male 
1 1  soldier  barked  at  me  after  banging  on  the 
door.  I  stepped  outside  carrying  my  towel 
and  soap  to  find  20  soldiers  in  line  staring 
at  me  with  toothbrushes  in  hand. 

After  two  weeks  here,  however,  things 
have  become  rather  routine  —  you  get 
up  when  the  sun  comes  up  and  go  to 
bed  when  it  goes  down.  I  no  longer  get 
embarrassed  to  walk  with  a  roll  of  toilet 
paper  to  the  latrine  or  think  twice  about 
grabbing  my  required  gas  mask  to  strap 
on  each  time  I  leave  my  tent. 

I  We’re  allowed  to  shower  every  three 


days,  and  most  of  the  time  the  water  is 
hot.  We  also  have  two  hot  meals  a  day, 
with  scrambled  eggs  and  bacon  in  the 
morning  and  an  entree  of  chicken  and 
steamed  broccoli  at  night  —  not  to 
mention  ice-cream  bars  at  ever\’  meal. 

But  this  is  a  combat  zone,  and  we  all 
know  we  could  move  out  at  any  time 
or  enemy  forces  could  come  inside  the 
barbed  wire  and  sand  berms  that 
protect  us. 

Alexandra  Zavis 
With  the  1st  Marine  Expeditionary  Force 
in  the  Kuwaiti  desert; 

E  MADE  OUR  FIRST  TRIP  TO 

“The  Rock,”  a  nearby  Air 
Force  base  with  pay  phones, 
a  basketball  court,  Internet  access,  and, 
above  all,  almost-hot  showers.  The 
women’s  showers  aren’t  working  yet  at 
“Tent  City,”  and  we  only  have  access  to 
the  men’s  ones  for  45  minutes  in  the 
morning  and  45  minutes  at  night. 

We  finished  our  showers  just  in  time 
to  strap  on  our  gas  masks  for  a  two-hour 
drill.  “Gas  Wednesday,”  as  it  is  known 
here,  is  a  regular  feature  and  doesn’t  seem 
to  get  in  the  way  of  regular  activities.  Men 
and  women  —  eerily  unfamiliar  behind 
their  masks  —  played  pingpong  and 
watched  CNN  in  the  Air  Force  rec  room. 


read  books,  and  chatted  while  doing  their 
laundrv'  or  lined  up  to  make  that  precious 
phone  call  home. 

The  masks  came  in  handy  one  night, 
when  a  sandstorm  blew  in  out  of 
nowhere.  Clouds  of  choking  dust 
billowed  through  the  camp,  filling  lungs 
and  obliterating  anvthing  more  than  a 
couple  of  feet  away. 

Even  inside  buildings.  Marines  and 
journalists  alike  pulled  out  their  goggles 
and  covered  their  faces  with  scarv'es, 
while  outside  some  w'hipped  out  their 
masks  to  help  them  breathe. 

People  emerged  from  showers  and 
hangars  looking  like  they  had  been  dusted 
with  pow’dered  sugar.  Others  got  lost 
trying  to  find  their  way  back  to  their 
tents.  We  waited  out  the  worst  of  it  in  the 
media  area  the  Marines  have  set  up  for  us 
in  their  command  center,  then  hitched  a 
ride  with  a  truck  headed  back  to  the  tents. 

Sharp  gusts  of  wind  whipped  our 
tent  through  the  night  and  sent  sand 
wafting  inside,  making  it  difficult  to 
sleep  —  or  breathe. 

We  get  a  lot  of  Marines  stopping  by  for 
news.  Some  are  interested  in  sports  scores 
or  the  latest  news  from  their  hometowns. 
But  the  single  most-asked  question  is: 
“When  is  the  war  going  to  start?”  And  we 
were  hoping  they  could  tell  us.  (1 
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{continued from  page  3}  got  the  desired 
result.  The  library  board  quickly  came 
forth  with  the  information  requested. 

SHERYL  HART 
EDITOR  AND  PUBLISHER 
The  Roanoke  (Ind.)  News 

llBIE'n0RPUU42Y[llll$0N 

WHILE  I  AGREE  WITH  TOM 
Wicker’s  assertion  that  a 
president’s  right  to  invade  a 
foreign  country  without  a  declaration 
of  war  by  Congress  needs  to  be 
questioned,  I  take  exception  to  his  use 
of  Abraham  Lincoln  as  the  basis  of  an 
argument  calling  for  more  subjective 
analysis  from  the  American  press 
[“Opinion:  On  the  presidential  power 
to  wage  war,”  March  10,  p.  28]. 

When  asking  if  President  Bush  indeed 
has  the  right  to  invade  a  foreign  nation, 
Mr.  Wicker  answers  his  own  question, 
“Abraham  Lincoln,  a  great  war  president 
and  one  of  our  keenest  constitutional 
analysts,  thought  not.”  Was  it  Mr. 
Lincoln’s  keen  constitutional  analytical 
powers  that  led  him  to  believe  he  could 
suspend  habeas  corpus  for  the  duration 
of  the  Civil  War,  as  he  subsequently  did? 

Arguments  such  as  Mr.  Wicker’s  end 
up  sounding  just  as  hollow  as  those  he 
chooses  to  criticize  for  bending  historical 
facts  to  suit  their  own  agendas. 

STEPHEN  COOK 
Seattle 


THEEMBEODERWAY 


I  AM  WRITING  IN  RESPONSE  TO  YOUR 
Feb.  24  stories  on  the  embedding  of 
war  correspondents  by  the  Defense 
Department  [“Reporters  part  of  the  prob¬ 
lem?”  p.  22,  and  “He  was  held  at  gunpoint 
in  Afghanistan  —  by  the  U.S.,”  p.  24]. 

As  a  veteran  and  current  reservist,  I 
regard  this  action  as  a  win-win  situation. 
The  troops  are  allowed  to  bond  and  gain 
the  trust  of  the  press,  and  correspondents 
are  given  the  opportunity  of  seeing  the 
action  first-hand.  A  large  percentage  of 
the  troops  have  a  mistrust  of  the  press, 
which  tends  to  be  well-founded:  Media 
types  are  seen  as  opportunists  with  no 
connection  to  the  troops  they  portray. 

Embedding,  while  it  has  its  drawbacks 
for  the  press,  is  one  of  the  best  ways  to 
sow  trust  and  openness  with  the  military. 
When  you  spend  time  “in  the  fo.xhole”  — 
or,  even  more  important,  in  the  lull 
between  action  —  a  degree  of  under¬ 
standing  is  built.  It  will  not  be  perfect, 
but  it  will  lay  groundwork  for  the  future. 
When  correspondents  understand  better 
the  service  members  they  are  with,  they 
will  be  less  apt  to  wind  up  “at  gunpoint,” 
as  The  Washington  Post's  Doug  Struck 
found  himself. 

If  one  demands  respect,  it  needs  to  be 
shown  in  return. 

CHRISTOPHER  NANCE 

ELECTRONIC  PREPRESS  TECHNICIAN 
The  Brainerd  (Minn.)  Daily  Dispatch 
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How  a  blizzard  in 
Washington  chilled 
readers  in  Texas 


AP  Photo/Bob  Daugherty 

When  the  worst  snowstorm  in 
almost  a  decade  raged  across  the  eastern 
United  States  closing  schools,  offices 
and  airports  and  creating  floods  and 
power  outages.  The  Associated  Press 
moved  hundreds  of  pictures  showing 
how  people  were  coping. 

"For  AP,  the  storm  blew  in  a 
blizzard  of  member  photos."  says 
.XP  State  Photo  Center  Director 
Bob  Daugherty.  “On  the  first  day, 
we  moved  more  than  341  staff  and 
member  photos,  with  209  more  on 
the  follow  ing  day.  Such  widespread 
and  in-depth  storm  coverage  would 
have  been  impossible  without  mem¬ 
ber  cooperation  and  contributions. 
Our  members  make  us  different." 

Timely  sharing  is  made  possible  by 
the  unique  cooperative  structure  of 
The  Associated  Press.  Sharing  news  and 
photos  works  for  everyone.  Pass  it  on. 

>|p  Asscx^iated  Press 

*  www.ap.org 
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Pioneer  in  flexo  printing  plans  for  its  own  bankruptcy  liquidation 

BY  JIM  ROSENBERG 

A  FEW  MONTHS  BEFORE  THE  UNITED  STATES  LAST 


A  went  to  war  with  Iraq,  the  Iraqis  occupying  Kuwait 
were  believed  to  have  made  off  with  a  still-crated, 
$1.5-million  Process  King  four-color  press  from 
King  Press  Corp.  Twelve  years  later,  and  war  with 
Iraq  again  in  the  offing,  the  press  maker  in  Joplin,  Mo.,  closed  shop 
and  filed  for  a  Chapter  7  bankruptcy  liquidation  in  December. 

Then,  last  month.  King’s  parent  company,  the  Dallas-based 
Publishers  Equipment  Corp.  (PEC),  also  filed  voluntarily  for  a 
Chapter  7  liquidation.  Its  creditors  met  on  Wednesday. 

King  always  had  strong  Middle  East  in  Rockford,  111,  and  substantial  business 

sales,  with  two  large  Saudi  projects  (and  with  and  impact  on  U.S.  newspapers, 
other  proposals)  expected.  Tensions  in  beginning  with  the  successful  conversion 

that  region  hurt  in  recent  years,  but  the  of  The  New  York  Times'  Manhattan  letter- 

confrontation  with  Iraq  “literally  brought  presses  to  offset  printing  in  the  early  1980s. 

King  Press  activity  to  a  screeching  halt,”  On  the  heels  of  its  work  at  the  Times,  PEC 

said  PEC  and  King  Chairman  Evans  went  public  in  1983,  using  proceeds  from 

Kostas.  But  looming  war  was  only  one  of  share  sales  to  buy  King  and  the  James 

“three  or  four  things  that  all 
came  together,”  said  Kostas, 
who  spent  20  years  at  PEC  and 
King  after  a  26-year  career 
at  Goss,  where  he  contributed 
to  development  of  the  hugely  y 

successful  Community  press 
with  which  King  presses  would 
later  compete. 

Among  other  reasons, 

Kostas  said  that 
“with  business 
becoming  softer,  it 
was  hard  to  main¬ 
tain  the  business 
under  the  existing 
credit  line,”  and  the 
industry's  cloudy 
outlook  made 

lenders  unwilling  to  Later  that  decade,  it 

expand  that  credit.  “Once  you  slip  below  led  in  converting  letterpress  shops  to 
those  minimum  thresholds,  it’s  hard  to  flexography.  The  five-color  flexo  unit  it 

maintain  the  critical  mass  to  keep  it  all  installed  13  years  ago  in  Louisville,  Ky., 

going,”  he  added.  “It  was  a  good  run  for  40  was  the  basis  for  the  Colonnax  design 

years,”  he  said  of  King,  which  acquired  one  supplied  by  Koenig  &  Bauer  AG.  With 
of  the  original  web-offset  press  designs.  KBA,  it  acquired  flexo-press  maker 

Since  its  founding  by  former  Rockw'ell-  Motter  Printing  Press  Co.,  York,  Pa. 

Goss  executives  in  1979,  PEC  had  a  factory  For  a  short  time,  it  also  owmed  Swedish 


in  Rockford,  111,  and  substantial  business 
with  and  impact  on  U.S.  newspapers, 
beginning  with  the  successful  conversion 
of  The  New  York  Times'  Manhattan  letter- 
presses  to  offset  printing  in  the  early  1980s. 
On  the  heels  of  its  work  at  the  Times,  PEC 
went  public  in  1983,  using  proceeds  from 
share  sales  to  buy  King  and  the  James 


A  1962  Color  King  (top);  a  News  King  with 
a  Robertson  four-high  in  Woodstock,  Va. 


Bond  Electric  Co.,  w'hich 


supplied  press  drives. 


Later  that  decade,  it 
led  in  converting  letterpress  shops  to 
flexography.  The  five-color  flexo  unit  it 
installed  13  years  ago  in  Louisville,  Ky., 
was  the  basis  for  the  Colonnax  design 
supplied  by  Koenig  &  Bauer  AG.  With 
KBA,  it  acquired  flexo-press  maker 
Motter  Printing  Press  Co.,  York,  Pa. 
For  a  short  time,  it  also  owmed  Swedish 
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singlewide-press  maker  Solna  Web  AB. 

Those  businesses  w'ere  connected  to  PEC 
shareholders  KBA,  in  Germany,  and 
Bonnier,  in  Sweden.  Motter  became  the 
basis  of  KBA’s  U.S.  operations,  and  Solna 
passed  back  to  Swedish  control. 

For  the  past  five  years.  King  has  been 
PEC’s  only  business.  The  company  built 
long  and  tall  presses  since  the  mid-1990s, 
but  most  of  its  2,000  to  3,000  worldwide 
customer  sites  bought  smaller  presses. 

A  number  of  Boone  Newspapers  Inc. 
plants  run  10-unit  News  Kings.  Not  long 
after  Production  Manager  Gene  Finsco 
joined  The  Andalusia  (Ala.)  Star-News  in 
November,  King  closed,  and  he  began 
reiving  on  Royal  Press  Parts  Inc.,  Webb 
City,  Mo.,  for  parts  and  service.  “We’re  not 
experiencing  any  problems  at  all,”  he  said. 

The  stoiy  was  much  the  same  at  the 
group’s  other  Alabama  sites  with  King 
presses.  “So  far,  I  haven’t  needed  anything 
serious,”  said  Jimmy  Huett,  production 
manager  at  The  Selma  Times-Joumal, 
who  relies  not  only  on  Royal  but  also  on 
his  predecessor.  Jimmy  Ruff  moved  from 
Selma  to  The  Clanton  Advertiser,  where 
he’s  seen  little  effect  from  King’s  closing  — 
not  because  Clanton  runs  a  Community 
but  because  “I  have  a  machine  shop 
[where]  I  can  get  ’most  anything  built,” 
he  said,  referring  to  his  own  sideline  of 
rebuilding  and  servicing  the 
presses,  for  Boone  or  others. 

What  he  cannot  make,  he’s 
“bought  less  and  less  from 
King  ”  and  more  from  others 
“over  the  last  few  years.”  King, 
he  added,  gave  no  warning  or 
notice  of  its  liquidation. 

Bob  Robertson  started  Royal. 

A  former  King  employee,  his 
family-owned  Robertson  Press 
Machinery  Co.,  also  in  Webb 
City,  has  remanufactured  and 
serviced  King  equipment 
exclusively  since  1979-  It  now 
*^'"8  also  offers  auxiliary  products, 

such  as  tensioning  systems,  for 
several  manufacturers’  presses. 

"We’ve  noticed  a  substantial  increase 
in  calls,”  said  Robertson  salesman  Jason 
Bard.  But  with  no  pipeline  for  more  King 
presses,  “longer  term,”  he  said,  “w'e  will  just 
go  in  other  areas  to  generate  business,” 
including  developing  its  own  similar 
presses.  "We  already  manufacture  ...  our 
own  four-high  out  of  News  King  units,” 
said  Bard,  adding  that  it  may  be  further 
developed  “into  our  owm  unit.”  II 
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Globalvision  News  Network  features  stories  from  120  countries 
as  U.S.  media  and  their  consumers  seek  broader  perspectives 

BY  DAVE  ASTOR 

For  people  aggravated  about  seeing  the  world 
mostly  through  a  U.S.-media  lens,  aggregation  is  one 
solution  to  their  problem. 

The  Globalvision  News  Network  gathers  stories 
from  350  news  wires,  newspapers,  Web  sites,  and 
other  sources  in  120  countries  and  all  seven  continents  (even 
Antarctica!).  GVNN  then  redistributes  this  content  to  various 
media  —  including  The  Boston  Globe's  foreign  desk  —  as  well 
as  clients  such  as  governmental  and  nongovernmental  organi¬ 
zations,  academic  institutions,  corporations,  and  individuals. 


“Our  No.  1  goal  is  to  put  more  diversit>' 
into  the  news  stream,”  said  Ror\’ 
O’Connor,  editor  in  chief  of  the  2001- 
founded  GVNN.  “We  look  at  events  from 
the  inside  out,  and  with  multiple  voices.” 

This  inter¬ 
national  approach 
is  particularly  vital 
in  the  post-9/n 
world  now  focus¬ 
ing  on  U.S.  actions 
in  Iraq.  One  of 
GVNN’s  offerings 
is  a  daily  “Crisis 
Capsule”  that 
includes  stories 
relating  to  that 
conflict,  which 
O’Connor 
described  (just 
before  the  start  of  U.S.  bombing)  as  a 
“huge  train  coming  down  the  track.” 

But  GVNN  also  goes  beyond  crisis 
coverage.  For  instance,  while  the 
mainstream  media’s  Middle  East 
coverage  mostly  focuses  on  things  such 
as  the  Israeli-Palestinian  conflict,  GVNN 
has  done  stories  on  topics  such  as  the 


water  problems  in  that  part  of  the  world. 

O’Connor  sees  GV’NN  as  a  “comple¬ 
ment  rather  than  competitor”  to  wires 
such  as  The  Associated  Press  and  Reuters. 
“We  provide  conte.xt  to  the  mainstream 
content,”  he  said. 
But  —  with  so 
many  GVNN 
sources  “on  the 
ground”  in  various 
locales  —  it  often 
gets  stories  first. 

Another  agencv’ 
that  offers  content 
from  a  worldwide 
perspective  is  the 
similarly  named 
Global  Infor¬ 
mation  Network 
(£yP,  May  1, 
2000),  which  predates  GVNN  and  bills 
itself  as  the  “daily  news  service  of  the 
developing  world.” 

GVNN  —  whose  350  sources  include 
some  U.S.-based  content  providers  — 
distributes  as  many  as  4,000  stories  a  day 
along  with  three  regular  columns.  It’s 
currently  text-only  and  English-language- 


only  due  to  budgetarv’  considerations. 

Eight  New  York-based  staffers  handle 
editing,  sales,  and  the  technologv’  end. 

GVNN  (http://wwvv.gvnews.net)  is  a 
division  of  Globalvision  Inc.,  a  media 
production  company  founded  in  1987. 
O’Connor  —  the  parent  firm’s  CEO, 
president,  and  co-founder  (with  Danny 
Schechter)  —  started  his  career  as  a  copy 
editor  for  The  Boston  Globe  and  also 
worked  in  the  alternative  press  before 
moving  to  broadcast  journalism.  He  has 
written,  directed,  and  produced  a  number 
of  documentary’  films  and  TV  programs. 

By  using  both  pro-government  and 
anti-government  sources  in  various 
countries,  GVNN  offers  content  from 
different  perspectives.  O’Connor  said: 

“To  paraphrase  Rupert  Murdoch  —  We 
aggregate,  you  decide!”  @ 


et  cetera  . . . 

King  Features  Syndicate  recently 
introduced  “NASCAR  This  Week,” 
and  it  already  has  more  than  160 
clients.  The  weekly  page 
of  text  and  visuals  is 
written  by  Monte  Dutton 
of  The  Gaston  Gazette  in 
Gastonia,  N.C.,  which 
formerly  provided  a 
NASCAR  auto-racing 
feature  to  Universal 
Press  Syndicate.  ... 

Columns  and  news 
stories  from  Market- 
Watch.com  Inc.  will  be 
distributed  for  the  first 
time  to  newspapers 
nationwide  by  Knight 
Ridder/Tribune  Information  Services.  ... 
“Supermarket  Shopper”  columnist  Martin 
Sloane  of  United  Media  estimated  that  his 
readers  have  sent  more  than  10  million 
coupons  to  military  families  stationed 
overseas  since  he  began  asking  them  to 
do  so  three  years  ago.  “They  shop  at 
commissaries  that  stock  the  same  brands 
found  in  U.S.  supermarkets,”  Sloane  said, 
“but  these  service  families  do  not  have 
access  to  the  coupons  used  by  American 
families  in  the  States.”  A  list  of  military 
addresses  abroad  are  in  the  “Please  Lend  a 
Helping  Hand!”  section  of  the  columnist’s 
site  (http://www.martinsloane.com). ... 
Golfer  Arnold  Palmer  outpicked  111  others 
to  win  ScRipPs  Howard  News  Service's 
annual  Celebrity  Super  Bowl  Poll. 
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Globalvision  co-founders  Rory  O’Connor  (left)  and 
Danny  Schechter  direct  their  gaze  worldwide. 
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Shoptalk 


WAR  AMD  tONRICT 

Reporters  at  the  front  are  torn  between  purism  and  patriotism 


WHEN  American  soldiers  go  off  to  war, 
so  too  do  American  journalists.  In  this  war, 
though,  something  new  has  been  added. 
“Embedding”  is  part  of  the  massive.  White 
House-run  strategy  to  sell  a  single  message 
about  the  American  mission  in  this  war  —  that  the  United  States  is 
liberating  Iraq  from  a  bloody  dictator,  who  has  used  weapons  of 
mass  destruction  against  his  neighbors  and  his  own  people,  and 
that  this  is  a  war  against  terrorism  or  states  that  help  terrorists  and 
not  a  war  against  Islam. 

By  the  start  of  the  current  conflict  last  sandstorms,  fearing  chemical  attacks  from 

week,  more  than  600  American  and  a  desperate  Saddam  Hussein,  experiencing 

foreign  reporters  were  embedded,  all  of  many  of  the  same  dangers.  They  have  been 

them  part  of  specific  militaiy  units  and  warned  that  their  casualty  rates  may  be 

many  advancing  on  specific  military  :  higher  than  in  earlier  conflicts, 

targets.  Defense  Secretary  Donald  H.  The  price  for  this  extraordinary  access 

Rumsfeld,  whose  fingerprints  are  all  over  may  be  high  in  one  other  respect.  The 

■  '  '  '  Pentagon  has  been  remarkably 

up-front  on  one  key  ground 
rule  for  all  reporting.  “Live” 
coverage  will  not  be  allowed  to 
jeopardize  the  mission  or  the 
troops,  and  only  the  U.S. 
military  commander  on  the 
scene  has  the  authority  to 
make  the  ultimate  call.  What 
that  means,  clearly,  is  that  a 
large  degree  of  editorial 

c:u  agcuiiai.  \.iuuuo  ui  cuiAiciy  control  over  live  coverage  of 

(and  fear),  and  about  their  brave  the  battle  rests  with  the  U.S.  military,  not 

commanders  —  giving  them  pep  talks,  with  the  journalist, 

anticipating  problems,  pointing  the  way.  While  every  journalist  wants  a  good 

All  of  the  reporters,  be  they  embedded  or  story,  none  wants  to  undermine  a  mission 

floating  on  the  edges  of  combat,  responsible  i  or  cause  injury  (or  worse)  to  a  soldier.  This 
only  to  their  judgment  and  instincts,  are  in  i  means  the  journalist  is  prepared  to  sacrifice 
danger.  The  games  are  over.  No  longer  an  aspect  of  editorial  control  in  exchange 

hotel  warriors,  as  they  were  during  the  for  the  access. 

Persian  Gulf  War  in  1991,  complaining  Actually,  this  may  be  less  of  a  sacrifice 

about  the  lack  of  access  to  the  troops  or  the  i  than  it  appears  to  be,  since  every  news 
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are  on  the  firing  line,  facing  the  same  reporters  covering  the  war,  and  there  is 


By  the  start  of  the  current  conflict  last 
week,  more  than  600  American  and 
foreign  reporters  were  embedded,  all  of 
them  part  of  specific  military  units  and 
many  advancing  on  specific  military 
targets.  Defense  Secretary  Donald  H. 
Rumsfeld,  whose  fingerprints  are  all  over 
this  new  approach  to  press/ 

Pentagon  collaboration,  wants 
proud,  positive,  patriotic 
coverage  —  and  so  far  that’s 
exactly  what  he’s  gotten. 

Reporters  have  functioned 
like  modern-day  Ernie  Pyles, 
reporting  on  military  strategy, 
as  expected,  but  also  telling 
stories  about  individual  soldiers, 
their  professionalism  highlight¬ 
ed  against  clouds  of  anxiety 
(and  fear),  and  about  their  brave 
commanders  —  giving  them  pep  talks, 
anticipating  problems,  pointing  the  way. 

All  of  the  reporters,  be  they  embedded  or 
floating  on  the  edges  of  combat,  responsible 
only  to  their  judgment  and  instincts,  are  in 
danger.  The  games  are  over.  No  longer 
hotel  warriors,  as  they  were  during  the 
Persian  Gulf  War  in  1991,  complaining 
about  the  lack  of  access  to  the  troops  or  the 
front,  they  are  now  with  the  troops.  They 
are  on  the  firing  line,  facing  the  same 


the  Washington-based  press  corps,  swollen 
with  reporters  from  local  and  regional 
papers  from  around  the  country.  The 
daily  message  is  controlled  by  the  White 
House  press  office,  under  spokesman  Ari 
Fleischer,  and  coordinated  with  war 
commanders  on  the  scene,  who  are 
working  with  the  embedded  reporters  — 
everyone  pumping  out  a  message  designed 
to  intimidate  the  Iraqis  and  project  total 
confidence  in  a  swift  victory. 

Many  nonjoumalists  ask,  “So  what  if 
there  are  these  editorial  constraints, 
imposed  by  the  government?  It’s  war,  and 
during  a  war,  everj'one,  including  the  jour¬ 
nalist,  must  be  prepared  to  sacrifice  some 
‘peacetime’  liberties,  such  as  control  over 
‘live’  cover^e  and  the  transmission  of  news 
pictures.”  It’s  not  exactly  new.  Nevertheless, 
First  Amendment  purists  argue  that  any 
government  control  over  the  media, 
even  during  a  war,  is  constitutionally 
problematic  and  sets  a  dangerous 
precedent  —  and  therefore,  in  their  view, 
embedding  is  a  dreadful  proposition. 

Embedding  is  not  a  dreadful  proposition. 
No  journalist  had  to  accept  it,  or  any 
ground  rule  associated  with  it.  Embedding 
is  for  the  journalist  who  wants  access  and  is 
prepared  to  pay  a  price  to  get  it.  But  for 
those  who  worry  about  the  blurring  of  the 
line  between  government  and  journalism, 
even  in  the  post-9/ll  war  against  terrorism, 
there  is  the  larger  problem  of  patriotic 
reporting.  Will  journalists  covering  the 
front  or  the  White  House  criticize  the 
mission,  the  troops,  the  president,  or  the 
strategy  in  the  face  of  strong  popular 
support  for  the  war?  Or  will  the  public 
have  to  wait  months,  even  years,  after 
the  war  to  learn  about  the  blunders? 

Sept.  11,  2001,  is  the  dividing  line  in 
journalism  between  purists  and  realists. 
Purists  may  still  worry  about  the  problems 
of  embedding  and  patriotism;  realists  say 
the  rules  have  now  changed,  and  it’s  time 
we  all  recognize  we  are  in  a  war  against 
Saddam  Hussein  in  Iraq  and  one  against 
terrorism  at  home.  And  journalists  may 
have  to  bend  with  the  winds  of  change.  1) 

Kalb,  whose  career  includes  30  years 
of  reportingfor  CBS  and  NBC  News,  is  a 
senior  fellow  at  the  Joan  Shorenstein 
Center  on  the  Press,  Politics,  and  Public 
Policy  of  Harvard  University. 
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•  *  RouteSmart' 


800-826-7245  •  Fax  301-957-0111 
www.data-sci.com 

Data  Sciences,  Inc.,  (DSI)  is  a  developer  of 
Newspaper  Business  Software.  Featured  products 
include  Oracle/Windows  NT  Circulation,  Display 
Advertising,  AR  Software,  Web  Browser  Technology, 
Cash  Register  and  Dimensional  Insights  Marketing 
Tools.  A  Common  Address  Module  is  a  central 
location  where  demographic  information  can  be 
appended  to  addresses,  households,  people  and 
businesses.  The  Software  is  Miaosoft  Compliant  in 
a  True  Client  Server  Environment,  integrated  with 
Group  One  Postal  Software. 


-  TECHNOLOGIES 

1-800.977.7284 
i  nf  o©routesmart.com 
www.routesmart.com 

The  RouteSmart  system  automatically. . . 

•  Balances  carrier  routes 

•  Sequences  subscribers  in  delivery  order 

•  Prints  detailed  tum-by-turn  driving 
direaions  for  each  carrier 

•  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


Melbourne,  Florida 
(321)  242-5000  •  www.jazbox.com 

Ann  Arbor,  Michigan 
(734)  662-5800  •  www.baseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  produaion  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


TKS  WIFAG 


3  Territorial  Court 
Bolingbrook,  Illinois  60440-3557 
USA 

Tel  +1.630.755.9300 
Fax +1.630.755.9301 
e-mail  -  info@gossinternational.com 
Web;  www.gossinternational.com 

Goss  International  Corporation  is  a  global  leader 
in  the  design  and  manufacture  of  advanced  tech¬ 
nology  web  offset  press  systems  for  the  newspaper 
and  commercial  printing  industries.  The  company 
supplies  a  broad  range  of  printing  press  equipment 
and  services  to  worldwide  markets. 


Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
salesOtkspress.com 
www.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 

The  TKS  ColorTop  produa  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints 
at  51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 


Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Phone:  +1  770  850-8511 
Fax:  +1  770  850-8550 
E-Mail;  JOEatWIFAGOaol.com 
www.wifag.ch 

On  the  road  toward  the  digital 
printing  of  newspapers 

The  new  WIFAG  evolution  471  press,  the 
'world's  first  image  data  based  newspaper  printing 
press,"  is  staged  to  go  into  production  at  the 
Newspaper  'NZZ'  in  Switzerland  in  2004. 
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^INTERNATIONAl  INC 

1800  Chapman  Avenue 
Rockville,  MD  20852 
Phone;  (301)881-4242 
Fax;  (301)881-9121 
Art  Hamlin,  President 


MGI  International  Inc  specializes  in  pressroom 
pollution  control  equipment,  flexo  ink 
management,  flexo  ink  recovery  equipment, 
dust  control  and  noise  control. 


The  next  Marketplace  page 
will  run  APRIL  28th  in  the 
Publisher  of  the  Year  issue. 


-  CONTACT  - 

Dawn  Cullen,  646-654-51 19, 
dcullen@editorandpublisher.com 
or  your  E8iP  sales  representative 
for  more  information. 
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^  The 

■  DGM430 

delivers  up  to 
35,000  iph  with  proven 
technology  and  incredible 
four  color  print  quality. 

Manufactured  and  100%  assembled  in 
the  USA,  the  DGM  430  is  considered  the 
“industry  standard”  for  quality.  Built  for 
precision,  and  built  to  last  -  just  what  you’ve 
come  to  expect  from  DGM. 


DAUPHIN  GRAPHIC  MACHINES.  INC. 

P.  O.  Box  573,  Elizabethville,  PA  1 7023  I  800. DGM. 6 1  1 9  or  7 1 7.362.3243  I  www.dauphingraphic.com 


